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Rough Proofs 


Strange to say, the American Den- 
tal Association feels that a dentifrice 
ought to be advertised as “a mechan- 
ical cleansing agent for the surfaces 
of teeth.” What—no miracles? 


» 9 


The Santa Fe is running advertis- 
ing in Miami newspapers telling 
about the glorious sunshine in Cali- 
fornia and how to get there. Per- 
haps there’s money, after all, in 
carrying coals to Newcastle. 


vv¥sesy 


You can’t insult a Floridan this 
year telling him about California 
sunshine—in paid advertising space 
—because he has all the statistics of 
that recent Los Angeles snowfall 
tucked away for use in just such an 
emergency. 


i ie 


A packaging expert was quoted by 
ADVERTISING AGE as saying that coffee 
packages “are the wrong shape, have 
the wrong colors and represent poor 
pattern designs.” He must mean 
they’re lousy. 


- 


If the packaging expert quoted on 
coffee packages doesn’t get a job re- 
designing some of them, ADVERTISING 
AGE isn’t as good a medium as the 
advertising department would have 
us believe. 


7’ v ¥ 


Repeat sales in the radio field are 
few and far between, Time's Apple- 
ton survey discloses. “Ask the man 
who used to own one.” 


vv¥$eyY 
Proposals for a Nash campaign 
featuring radio mystery programs 
and newspaper teaser copy were 
turned down. The company insists 
the reasons for buying a 1932 Nash 
are no mystery. 


vv¥eesgy 


The members of the New York 
Typographical Union rejected a pro- 
posal to reduce wages 20 per cent as 
“preposterous.” Would it be possible 
to persuade these boys to read the 
newspapers now and then? 


vv¥#yv 


Domestic Air Conditioning is the 
name of a new Chicago publication. 
Clearing the atmosphere after papa 
trumps mama’s ace ought to repre- 
sent an interesting section of the 
field. 


. @ ¥F 


The Masonite Company is _ suc- 
cessfully using unemployed carpen- 
ters as dealers’ salesmen. An equally 
good plan might be to put some un- 
employed salesmen to work carpen- 
tering. 


7’ Ff F 


ADVERTISING AGE has revealed the 
original model for the Piston Ring 
Company’s trade-mark. Making pis- 
ton-rings seems to have interesting 
possibilities. 


So 


“A Detroit housewife cooked a din- 
ner for six on her Hotpoint range 
while she was playing bridge ten 
miles from her home!” 

The exclamation point is the adver- 
tiser’s—and the husband’s. 


_ = 


Canada Dry claims in its magazine 
advertising to be a “quick-trick” at 
bridge, and illustrates the point with 
a queen. Ely Culbertson will want 
to edit the copy next time. 

Copy Cus. 


ADVERTISERS TO 
NOTE BIRTHDAY 
OF WASHINGTON 


Many Observances Planned 
for Bicentennial 


(Picture on Page 7) 
Chicago, Feb. 19.—The 200th an- 
niversary of the birth of George 
Washington, Feb. 22, will be noted 


Our Country 
actually trod over this relic from 
IN DEPENDENCE HALL 


This piece of Wood 

was part of a beam that 

supported the flooring of 
\N DEPENDENCE HALL 


"GEORG NOENCE 
LINKED POntNSTON AND AMERICAN HOE HBRANCE 
(5) vER TOGETHER IN LOV! 


Mis toRY 
ol thir eelie of 
INDErPSDEME HALL 
le 1897. whew tmdependcnre Hall was 
restone ated pa - al 


Warner Bros. Pictures are featur- 
ing “Washington—the Man and 
the Capital." 


by advertising men in many different 
ways. 

One of the most unique will be 
in Chicago, where cherry growers 
will capitalize the cherry tree 
legend. Through a committee 
headed by Governor Brucker, of 
Michigan and Governor LaFollette, 
of Wisconsin, a cherry pie baking 
contest will be held at the Morrison 
Hotel, Feb. 22. 

The national baking championship 
and a prize of $500 will be at stake. 
The winning pie will be auctioned 
off, receipts going to Chicago’s 
needy. 

The Advertising Club of Baltimore 
laid the world’s largest wreath, 25 
feet in diameter, at the base of 
Washington monument Feb. 11, with 
Governor Ritchie of Maryland, offi- 
ciating. 

The club said Feb. 11 is the cor- 
rect date of Washington’s birth. 

“In 1752 the Gregorian calendar 
was adopted,” it explained, “advanc- 
ing time 11 days. Thus when Wash- 
ington was 20 years old, his birth- 
day anniversary became Feb. 22, 
which has since been observed.” 


Celebrate in South 


The Advertising Club of Jackson 
(Miss.) also celebrated somewhat 
prematurely by planting a magnolia 


(Continued on Page 14) 


Chicago, Feb. 18—Some of the 
best agency brains in Chicago were 
pooled for the benefit of the Citizens’ 
Reconstruction Organization at a 
meeting called Wednesday by Homer 
McKee, vice-president of the United 
States Advertising Corporation as 
chairman of the national publicity 
committee. 

The ten agencies represented 
agreed to co-operate in preparing six 
advertisements for use by news- 
papers and magazines in a campaign 
beginning Feb. 29. Space will be 
donated. 

In the meantime, six other adver- 
tisements prepared by Stirling Get- 
chell, New York, have been approved 
and will start running next week. 
They are of the teaser type, while 
those to follow have the specific 
task of selling the new low denomi- 
nation bonds to be issued by the 
United States Government. 

Col. Frank Knox, publisher of the 
Chicago Daily News, is chairman of 
the Citizens’ Reconstruction Organ- 
ization, by appointment of President 
Hoover. 

The following specifications were 
laid down at the meeting: 

While the object of the campaign 
is to release a billion and one-half 
dollars now withdrawn from circula- 
tion, “hoarding” is taboo in the copy. 
Neither can it be too intolerant. 
There will be no appeal to patriot- 
ism, but rather a business-like effort 
to sell a business proposition. 

It is said the new “baby bonds” 
will be issued in denominations as 
low as $10. 

Sales will be made through local 
banks and the proceeds will remain 
in local communities. The bonds 


Chicago Agencies 
Pool Efforts Back 
Of New Baby Bonds 


GOES TO PABST 


Ray Weber, who becomes advertising 
director of the Pabst Corp., Milwaukee, 


March |. He has been assistant ad- 

vertising manager of Edison General 

Electric Appliance Co., Chicago, for 
five years. 


are said to be tax-free, bear interest 
and be redeemable on short notice, 
so that they are almost as liquid as 
currency. 


A further announcement at the 
meeting said: 

“One free dollar in active circula- 
tion means an added ten dollars in 
credit. If this billion and a half 
can be brought out, it will add 15 


(Continued on Page 14) 


Last Minute 


New York, Feb. 19.—George S. 


D. Walker becomes acting editor. 


lands-Plaza will be headquarters. 


Brothers, paints, has been given the 


price-cutting. 


put back at work as a direct result 
employment campaign. 


signed as president and editor, respectively, of Pictorial Review. 


News Flashes 


Fowler Resigns Presidency of “Pictorial Review” 


Fowler and Percy Waxman have re- 
Helen 


A. N. A. Will Meet in Cincinnati 


New York, Feb. 19.—The Association of National Advertisers has 
picked Cincinnati for its semi-annual meeting May 19-21. 


Hotel Nether- 


Forgey Will Be “Director of Distribution” 
Detroit, Mich., Feb. 19.—C. L. Forgey, director of advertising for Berry 


title of director of distribution. 


Elizabeth Arden Issues Special Sizes for Macy 
New York, Feb. 19.—Elizabeth Arden will issue special large sizes of 
its beauty preparations for R. H. Macy & Co., in an effort to eliminate 


Substitution Only 10 Per Cent Successful 


St. Louis, Mo., Feb. 19.—Druggists try to substitute in about 12 per 
cent of transactions, but only 10 per cent of their efforts are successful, 
the Government’s drug survey here shows. 


United Action Puts 52,583 Men at Work 


New York, Feb. 19.—Up to noon today, 52,583 men and women were 


of the A. N. A.-American Legion re- 


Gillette Apologizes for Inferior Razor Blades 


MAKES “FRANK 
STATEMENT’ IN 
NEW YORK COPY 


Two New Products Backed 
By Guarantee 


New York, Feb. 18.—For the first 
time in the history of national adver- 
tising, an advertiser took big space 
to offer an apology to the public for 
the inferior quality of merchandise 
recently sold and to promise that the 
defects have been remedied by a new 
process and fresh stocks. 

Five columns were used in Mon- 
day’s New York Times for “A Frank 
Confession—a statement by the Gil- 
lette Safety Razor Company.” 

The copy came as a sensational 
break in the campaign of distressed 
women gazing forlornly at the stubby 
whiskers of unshaven husbands. It 
is said to be a test, and the astute 
Gerard B. Lambert, Gillette presi- 
dent, is reported to have a big crew 
of checkers scrutinizing public reac- 
tion as manifested by Gillette sales 
in this city. 

Though the account is handled by 
Maxon, Inc., it is also said that Mr. 
Lambert, one of the keenest students 
of psychology in the country, dic- 
tated the new copy. 

The advertisement said: 

“The Gillette Safety Razor Com- 
pany in fairness to its millions of 
customers feels called upon to make 
a confession and a statement that 
are undoubtedly unique in the annals 
of American business. It is with 
deep regret and no little embarrass- 
ment that we do this in order to tell 
you frankly what actually happened 
a year ago when we introduced a 
new Gillette razor and blade. 


Public Is Apathetic 


“For more than 29 years the Gil- 
lette Safety Razor Company has been 
the acknowledged leader of its in- 
dustry. Consistent with a long es- 
tablished policy of improving our 
product whenever ways and means 
could be found for so doing, we de- 
veloped a new razor and blade. Soon 
after this was done, we found to our 
great disappointment that the pub- 
lic was not as enthusiastic about the 
new Gillette blade as we had con- 
fidently expected it would be. 

“We learned why. Our equipment 
had been over-taxed in producing 15,- 
000,000 new razors and many times 
that number of blades to supply the 
world market at one time. Quality 
had been sacrificed without our real- 
izing it. Immediately everything 
possible was done to bring quality 
back to the established Gillette stand- 
ard. 

“More than this, we determined 
to prevent the possibility of similar 
trouble occurring in the future. Ac- 
cordingly we set out to develop or 
find a better production process, im- 
possible as this seemed of accom- 
plishment at the time. 

“We consulted one authority after 
another, laid our problem before 
qualified experts everywhere. Finally 
we discovered and purchased for our 
exclusive use and at the cost of 
millions of dollars a manufacturing 
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ADVERTISING AGE 


February 20, 1932 


process that was amazingly superior 
to our own. 


New Production Methods 


“By this method, modern and auto- 
matic, millions of blades can be made 
at top speed without variation ‘in 
quality. Furthermore, it produces 
an incomparably keen, smooth-shav- 
ing blade. We incorporated refine- 
ments of our own invention and in- 
stalled the new machinery, throwing 
cut all of our old equipment. Fac- 
tory procedure was changed from 
start to finish. 

“Now we announce today’s Gillette 
blade. The usual superlatives have 
no place in this sincere statement of 
ours so we will let the quality of the 
blade speak for itself. 

“We have been supplying this 
blade long enough to be reasonably 
sure that every dealer in your dis- 
trict now has it. The green Gillette 
package remains unchanged but the 
blade is new in every respect, qual- 
ity, performance, and method of 
manufacture. 

“If by any remote chance the Gil- 
lette blades you buy do not give un- 
usual shaving comfort, you can be 
sure a package of old blades has 
fallen into your hands. In such a 
case we ask your indulgence. Please 
return the blades to us (and we will 
replace them with our latest prod- 
uct) or take advantage of our guar- 
antee as stated below. 


Refund by Dealers 


“You can try today’s Gillette blade 
without risking a cent. If you don’t 
agree it is superior, return the pack- 
age to your dealer and he’ll refund 
your money. Our reputation depends 
upon the proof of these claims. Be- 
ing absolutely certain of the quality 
of this Gillette blade, we do not hesi- 
tate to make this statement over our 
signature.” 

A box introduced the Gillette Blue 
Super-Blade in these words: 

“The $2 Kroman De Luxe blade 
has been withdrawn from production. 
We offer the Blue Super-Blade as its 
successor. This sensational blade is 
far superior to the Kroman and costs 
considerably less. You pay only a 
few cents more than for the regular 


Del Monte Ties Up 
with Association 


San Francisco, Cal., Feb. 
18.— California Packing Cor- 
poration is offering full pages 
to newspapers qualifying for 
the copy of the National Can- 
ners’ Association. 


The association pays for half 
pages, and newspapers must 
sell the other half. 


blade and get unmatched shaving 
comfort. 

“The Blue Blade is positively the 
sharpest blade we have ever manu- 
factured and is made by a different 
process. A blue color has been ap- 
plied to the blade for easy identifica- 
tion. It is contained in a blue pack- 
age, cellophane wrapped. The Blue 
Blade is especially made for those 
who appreciate super-excellence.” 


Viskniskki Succeeded 
by Rock With “News” 


Col. Guy T. Viskniskki has _ re- 
signed as business manager of the 
Chicago Daily News, but has been 
retained by Col. Frank Knox as con- 
sultant. Lewis B. Rock, now busi- 
ness manager of the Washington 
Times and Herald, will become busi- 
ness manager of the News about Feb. 
25. He served under Col. Knox on 
the Boston American and Rochester 
Journal. 

Col. Knox said Col. Viskniskki was 
invested with a title to aid in reor- 
ganization, that work now being 
completed. 


Hill Gets Account 


Albert P. Hill Co., Pittsburgh, has 
been appointed by the Federal Enam- 
eling & Stamping Co., kitchen enam- 
elware and accessories. Magazines, 
oo and direct mail will be 
used. 


Trip for Members 


The Poor Richard Club, Philadel- 
phia, is offering a nine-day Bermuda 
Easter cruise, plus pocket money, to 
— bringing in five new mem- 

ers. 


TYPOGRAPHY THAT 


| DO YOU KNOW 


that the cost of good typography is but little 
more than the cost of bad typesetting? The 
difference is wholly a matter of skill and 
experience. And to print legible, understand- 
able text, costs no more than the other kind. 
Entrust your next advertisement to a member 
of the Advertising Typographers of America 


and prove this to your entire satisfaction. 


SETS UP AN IDEAL 


BOSTON 


Tue Berxe.ey Press 


CHICAGO 
Bertscu & Cooper 
J. M. Bunpscuo, Inc. 
Farrnorn Corporation 
Hayes-Locuner, Inc. 


Georce Wittens « Co. 


Members Advertising Typographers of America 


INDIANAPOLIS 
Tue Woop Crarxe Press | Toe Trpocrapnic Service | Superior Tyrocrapny, Inc. 


NEW YORK CITY 
Apv. Service Company 
Tue Apvertyre Co., Inc. 


E. M. Diamant 
Typocrapnic Service 


Runxie, THompson, Frost Brotuers PHILADELPHIA 
Kovats, Inc. Davin Grtpea & Co., Inc. | Kurt H. Vorx, Inc. 
DALLAS | HELLER-Epwarps | ST. LOUIS 
Jaccers-Cuites-STovaLi- Trrocaarny, Inc. | Warwick TyPocRaPHERs, 
Nc. | Huxtey House Nc. 
DETROIT TORONTO 


| INDEPENDENT TyPEsETtiNG | 
Co. 


Lee & Puuuips, Inc. 


Supreme Ap Service 

Tri-Arts Printinc Corp. 

Typocrapuic Service Co., 
or N. Y., Inc. 

Kurt H. Vox, Inc. 

Wooprow Press, Inc. 


Swan SERVICE 


NATIONAL HEADQUARTERS: 461 EIGHTH AVE., NEW YORK, N. Y. 


RULE AGAINST 
COMMISSION IN 
RALADAM CASE 


Washington, D. C., Feb. 18.—The 
United States Circuit Court of Ap- 
peals for the Sixth Circuit (Cincin- 
nati) has denied the motion of the 
Federal Trade Commission to modify 
the court’s decree in the case of the 
Raladam Company, the Commission 
announced. 

The Commission ordered the De- 
troit manufacturer of thyroid obesity 
tablets to cease advertising them as 
a safe and dependable remedy. The 
Circuit Court reversed the Commis- 
sion. 

The United States Supreme Court 
held proof of competition necessary 
to establish the commission’s author- 
ity was lacking, but it allowed an 
appeal to the Circuit Court. 

The Commission was victor in the 
Supreme Court of the District of 
Columbia where a bill of complaint, 
filed by E. Griffith Hughes, Inc., Ro- 
chester, N. Y., proprietary medicine 
was dismissed. The conmany alleged 
that publicity incident to trial of the 
case would result in irreparable 
damage. 

The Commission has issued stipu- 
lations to cease and desist from al- 
leged unfair methods of competition 
in the following cases, among others: 

“A cutter of granite tombstones 
and monuments agrees to discontinue 
the use of his own trade-mark in con- 
nection with photographs and cuts 
of work produced by others. 


Effect of Cigarettes 


“F. A. Flinn, Rex C. Pettegrew, 
Elmer E. Cram, Mrs. Albert Rasmuss, 
Mrs. R. W. Flinn and Miss Helen 
Bates, trading as the Anti-Tobacco 
League, vendors of an alleged cure 
for the tobacco habit, agree to dis- 
continue representing that the aver- 
age cigarette smoker becomes emas- 
culated, and that one of the most 
frequent effects of excessive smoking 
is the gradual failing of eyesight... . 

“L. Heuman & Co., vendor of an 
alleged cure for nervous disorders, 
designated ‘Nerosol,’ agrees to dis- 
continue representing that a Rev. Mr. 
Heuman is alive; to discon- 
tinue representing that ‘Nerosol’ is 
approved by any branch of the 
United States Government .. . and 
to discontinue circulating a warranty 
in the form of a guarantee or bond, 
unless actually guaranteed by a third 
party. 

Can’t Use “Diamond” 


“Alice Gutterman, trading as Crys- 
tal Diamond Co., New York City, ven- 
dor of glass crystals designated 
‘French Diamonds,’ agrees to discon- 
tinue use of ‘Diamond’ in firm name; 

. . to discontinue advertising that 
only two crystals will be sent to one 
address, that crystals will be sent 
only to readers of the publications 
carrying the advertisements, and that 
a specified time limit has been set 
for acceptance of orders, unless such 
conditions are imposed. 

“C. A. Davis, trading as Jennie L. 
Cook Co., Los Angeles, vendor of a 
bust-developing and restoration treat- 
ment consisting of a massage cream, 
‘Orange Flower Flesh Food,’ a tonic, 
‘Gland Aid Tablets,’ and a laxative 
tablet, agrees to discontinue repre- 
senting that the vendor is a woman 
and that statements in the advertis- 
ing are from one woman to another.” 

The Commission also announced 
that three advertising agencies have 
agreed to drop three accounts. 


Wrigley Net Will 
Exceed Ten Million 


Net profit of the William Wrigley 
Jr. Company, Chicago, will exceed 
$10,000,000 for 1931, experts estimate. 
Earnings were $12,296,158 in 1930. 

The full annual report will be is- 
sued in March. 


Kreider on Air 


A. S. Kreider Shoe Company will 
start a radio program over the Co- 
lumbia System Feb. 26. 


RE-ELECTED 


W. C. Allen 


W. C. Allen, Dakota Farmer, Aberdeen, 
S. D., was re-elected president of the 
Agricultural Publishers’ Assn., Chicago, 
this week. B. Morgan Shepherd, Southern 
Planter, Richmond, Va., was elected vice- 
president and re-elected treasurer and 
W. G. Campbell, Indiana Farmers’ Guide, 
Huntington, was re-elected secretary. 
Victor F. Hayden is executive secretary. 


DEFINITIONS 
ROLLING IN 


Los Angeles, Cal., Feb. 18.—Entries 
have started rolling in to Don 
Thomas, executive secretary of the 
All-Year Club of Southern California, 
in the contest for a definition of ad- 
vertising. Mr. Thomas is chairman 
of the committee in charge of the 
contest, which is sponsored by Apb- 
VERTISING AGE, 

A suitable trophy will 
sented the winner. 

Charles B. Mills, of O. M. Scott & 
Sons, Marysville, O., is the author 
of this definition: 

“Advertising is telling in the 
printed and spoken word what some- 
one has to sell and why others 
cught to buy it.” 

From George S. Shafer, American 
Sales Book Co., Elmira, N. Y.: 

“Advertising is the art of telling, 
compelling, selling.” 

L. George Thompson, of Touring 
Topics, Los Angeles: 

“Advertising—telling others by 
oral methods, printing, pictures or 
signs what you have for sale or ex- 
change, or for giving public notice.” 

W. Lane Schulze, Chicago: 

“Advertising is the profitable pro- 
motion of the use of any product or 
service by public notice.” 


be pre- 


Says Advertising 
Built Ak-Sar-Ben 


Good will advertising built Ak- 
Sar-Ben, Charles Gardner, former 
executive secretary of that organi- 
zation, told the Des Moines Adver- 
tising Club Feb. 16. 

“The group was organized in 1895 
to combat the ill feeling a depression 
had created against Omaha in sur- 
rounding towns,” he said. “It spon- 
sored a huge carnival, and then a 
livestock exposition, which has be- 
come the third largest in the world.” 


Koppe in Radio 

S. S. Koppe & Co., New York, have 
been appointed representatives of 
Radio stations CMAC and CMAI, 
Santiago, Chile, both being operated 
by newspapers. La Nacion, Trujillo, 
Peru, and De Prins, Amsterdam, have 
also appointed Koppe. 


Gallagher in Newark 


Neil Gallagher has left Sibley, 
Lindsay & Curr Co., Rochester, N. Y., 
to become advertising and sales man- 
ager of Hahne’s Department Store, 
Newark, N. J. He is succeeded by 
Raymond H. Schwartz. 


WSMB Held Unfair 


Station WSMB, New Orleans, has 
been held unfair by Local 174, Musi- 
cians’ Protective Union, American 
Federation of Musicians. 


CHICAGO WILL 
BE F.A.A. HOST 
IN SEPTEMBER 


New York, Feb. 19.—Necessity for 
continuous advertising by financial 
institutions was stressed at a lunch- 
eon tendered visiting members of 
the Financial Advertisers Associa- 
tion by the New York chapter. 

Charles H. McMahon, First Na- 
tional Bank, Detroit, president of the 
association; H. A. Lyon, Bankers 
Trust Company, New York, first vice- 
president, and Preston E. Reed, ex- 
ecutive secretary, were introduced by 
Robert W. Sparks, Bowery Savings 
Bank, president of the New York 
Financial Advertisers. 

Mr. Reed announced the selection 
of Chicago for the 1932 F. A. A. con- 
vention Sept. 12-15. 

“Banks, trust companies, and in- 
vestment houses which have been 
free-wheeling through 1931,  pro- 
pelled by the force of advertising 
done previously, have discovered 
there is no substitute for continuous, 
persistent advertising,” Mr. McMahon 
asserted. 


Increase Appropriation 


“Many of them are logically in- 
creasing their advertising appropria- 
tions for 1932. Intelligent, well-di- 
rected financial advertising is the 
need of the hour. Governmental 
committees, commissions and other 
outside agencies can help but they 
cannot take the place of individual 
advertising of each financial institu- 
tion. It is time for banks to look 
ahead and shift into the advertising 
gear.” 

Following Mr. McMahon, Mr. Lyon 
told what financial advertising can 
do. 

“The public doesn’t know what 
banks offer or what they demand 
in return,” he said. “Financial in- 
stitutions have enough to say to the 
public to win back public confidence 
in their integrity and condition.” 

He pointed out the fallacy of cor- 
porations letting their financial repu- 
tations depend on “the whims and 
foibles of some brokerage customers’ 
man.” 

At its meeting, the board of direc- 
tors elected W. E. Brockman, North- 
west Bancorporation, Minneapolis, a 
director. At the same time a re- 
search committee on advertising val- 
uation and copy testing was formed, 
with Daniel Starch as consultant. 
Virgil Allen, Jr., First National Bank 
and Trust Co., Utica, N. Y., is chair- 
man. 


Rules on State 
Chain Store Tax 


Chain beauty parlors, barber shops, 
coal yards, garages and other types 
of retail outlets must pay the new 
Wisconsin chain store tax, if they 
sell merchandise. 

Places which sell services only, 
such as dry-cleaning stores, are ex- 
empt. A chain is defined as two or 
more stores under the same owner- 
ship and management. 


Use Big Schedule 
for New Wallhide 


The Pittsburgh Plate Glass Com- 
pany will use a heavy schedule for 
Wallhide, its new wall paint. 

Leading newspapers will carry the 
copy, in addition to Better Homes 
and Gardens, Ladies’ Home Journal, 
McCall’s, Saturday Evening Post and 
Time. 


Heberling Steps Up 

Russell L. Heberling, formerly New 
York district manager for Philco Ra- 
dios, has been elected vice-president 
of the Philco Transitone Corp. and 
will henceforth devote all his time 
to developing the market for Transi- 
tone. 


Compile Foreign Data 

The Department of Commerce has 
published Volume 2 of the “Commerce 
Yearbook,” continuing the latest 
statistics on industry and trade in 
75 foreign countries. The price is $1. 
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MODERN /#m 


on Your 
Magazine 
List/ 


With the more exacting de- 
‘mands of 1932 in mind, we 
submit this Modern Media 
Test for your consideration. 
Use it to measure any—or all 
—of the magazines on your 
list. Then compare results. 


BEFORE closer scrutiny of media 

became the order of the day— 
before buyers of space demanded 
such reforms as lower rates, volun- 
tary circulations, and unforced 
combinations—these publishing 
advances were important elements 
of Modern’s formula. 


And it must be a correct formula if 
—during a year of declining rev- 
enues for most publications—it can 
increase Modern’s revenue 60%! 


MODERN MAGAZINES 


MODERN SCREEN © MODERN ROMANCES 


100 FIFTH AVE. 540 N. MICHIGAN AVE. 
NEW YORK CHICAGO 


fi 
= 
e | : Gat 3 be as 
- = ; at hes ee 
jal ' ee, 2 
r | : :: | zs ; 
he / +) Pes 
rs | M ; 1 ae 
x- | i : 
_ ANay, ‘A Tesy vad 
| , Ss: Se 
¥ ‘Calterp ies 
| U Ma RN Bo i 
| “ATion, Ga> Nes ae 
n- | T Svorani,- ao es ee E 
of | Curreny / eee 
—- Sy, lag 4 fier eee 
nm Stim es O) Bie Sk 
“a | > Be *teq) 0. (} QO . spac igs 
s = 200 5 E 
dd j ° ' — my 
8, | Single C Y, (4) 0, O et 
n Sub Py Sale (4) 0, 00 oa 
| Co Sais =<) 9s v4 eas eee 
| Bo Hes Prem; C/ , ME Sifting: he Meme fr a 
io y Soles Ex, "ums, LOS < a4 iin! 
a- " M é 
: ess f ; iste, Bur, . GReo ie 
y “vera, oe 
1 Muet 4 
l- os . ; © re si : 
kK Q 3 ee bee 
E READER p~<%e f nis <o 
je ake x ola 
n Pity, / A ro } 
n : APpeag) cia a 
Selecy; ee. 
SCtion Wy oo iat 
: Y, Z net ; 
Bla, ~ SLA g oe, 
ck ? ee 
c & Whit, Pags i y 
Ost e , ts 
- Bass Page EL, : 
S en Susy, Per 1,000 Ly) 
- ° Ce) 2 
' Catt Per Pa, Sy 2 
’ "Seg On otae” Pe, /, 000 e Ss” : 
Fore. od c wretlag, 2) iD : 
- , Omh inatj, . ‘ S- Y ay 
' RENp. 7 Ug-<<2 “ 
L Ware 4, 1995 (@) i 
- 2704 19 3 ve, . 
2) : 
Lineage, 6 = 
7 ° 
A? oF f » 
- e So in o ©. a X 
: Cireulay los, e fe 
nn °n Soj, ° YY te 
ry) ” Los. 24), ee 
A %, a 
> Cay; : 
ig bey 582, ay . 
Bs. ae ; y Bile ‘s ao Pion ; 
a 4 3 Pa = : 
7 ae we Bea - 4 2 | 
; os he: «aes, My = wee cq Rc 
. oe, 38 
‘ oe j : Re tee Sey gabe J , aio % 
-_— FT a ee Zz - 
4 —_ 7 ae vf on mk: a ies - 4 ~ 
| Re * oe fe RE i as Pp - a ee : 
- a rs A oS Bs ¢ aa : 
-_ es ia 7 a 
Brice Se _ cn . >. Reale ; = 
| mS i % 5. ; Re = Gots Ps y i x a “] ae Bee * peat, a A 
a 2 - ? fre Cees SO te a ers ’ mee 
ee ; ee ee eo . a 
SS 7 pas al = 
; — a ae i me be : i a a oe - 
——— coe ee alain sks tala | 
IRS ns ge gph Ree ee ee SN Eee ee aeiecae? Saree | : 
: one. a re hl iy ee ToT ere cre 
" i aa mets ans aa 2.0 aD a 
os Pee tag es Fg esi : peed Pager ae a. a 
leh ne Ne ie aa aca Ts uae ee ec a eee ee ee a 
er Sp oe ee se ee i ae Bay ae Pace bec sme Bas rae 
Bcc ck te ae a aaa Dr aes aaa ee ne ee Piet Ree te rd en Soren 
bie Se pees ace tg hia ne ial ote te oe ee Lee ae Se oe ee. aun aah. a ates 25> ee 
i ere 2 oe aa et PS ae: ree ae Be r : 4 a, ieee asin a ir ’ ge. ite ae ue Sts Og fae as ig ~~ 
SIS 7S eee CON Bea eee ens cs HN ates ss bey a ts. Fit Bas a Ee Ree ee 
DI Ay oo 2 Aas aha a ga ces or ee mae sere conor as iba K hoy pees, ee Was oy 
Ad Res pee Se za) rene ue eer” oa a3, ea ba 2 RR aR aS Mae ee 
oye ee Tee sisi te es a eae eee a Pak” ali = A ett Se Nien uh ee Re ee Seer tra 
oe ae a io a ss nae TER AE ot os a 
Bea i al es Y 8 arse ees 
mids ties: “a SERENE st caine Si 


4 


ADVERTISING AGE 


February 20, 1932 


Advertising Age 


THE NATIONAL NEWSPAPER OF ADVERTISING 
ISSUED EVERY SATURDAY BY ADVERTISING PUBLICATIONS, INC. 


Entered as second-class matter January 9, 1932, at the post office at Chicago, Ill., 
under the act of March 3, 1879 


Publication Office, 537 S. Dearborn St., Chicago - - - + - = = 


Tel. HAR. 7504 


New York Office, Graybar Bldg. - - - - * + + + + = + Tel, MOhawk 4-1572 


G. D. CRAIN, Jr., 
President and Publisher 
E. KEBBY, 


Secretary 


KENNETH C. CRAIN, 
Vice-President 
S. R. BERNSTEIN, 
Assistant to the Publisher 


Advertising Representatives 


W. E. DUNSBY, Eastern Mar., New York 


C. H. BOOTH, Chicago 


BRYAN MACK, 287 Peachtree St., Atlanta, Phone Walnut 7194 


BUSINESS PUBLICATIONS BUREAU, 


1045 Sansome St., 


San Francisco, Phone 


Douglas 4306; 1206 Maple St., Los Angeles, Phone Westmore 6477 


MURRAY E. CRAIN, Managing Editor 


HAROLD MONAHAN and J. 


HEDGES MACDONALD, Eastern Editor; 


A. MARTZ, Associate Editors 
ARTHUR F. MARQUETTE, Book Editor 


Correspondents in All Principal Cities 


Vol. 3, No. 7 


FEBRUARY 20, 1932 


5 Cents a Copy, $1 a Year 


What's Wrong in Newspaper Selling? 


The space-buyer for a Middle West- 
ern agency—not in one of the big 
centers of advertising—was com- 
plaining of the kind of solicitations 
which he often receives from news- 
paper representatives. 

“A man from a well-known firm 
was in here just now,” he said. “He 
laid his list on the table and said, 
‘Have you got anything for any of 
these papers?” 

A little more conversation devel- 
oped the opinion on the part of this 
agency man that this is a fairly typ- 
ical approach, and that it is the ex- 
ceptional representative who has 
anything constructive to offer in the 
way of information regarding either 
the markets or the individual pub- 
lications on his list. 

Some newspaper executives are 
equally convinced that the usual 
kind of representation is lacking in 
the factors which make for success, 
that is, success based on a full ap- 
preciation of what the advertiser can 
get out of the newspaper and the 
market it serves. The advertising 
manager of one metropolitan journal 
described the weakness of the system 
he objects to in the term, “chain- 
store salesmanship.” 

Another newspaper man admitted 
the weakness of the present system, 
but defended it on the ground that 
it is economical and serves a useful 
purpose in indicating the accounts 
which are up for action, and those 
which need special attention. 

“Whenever our representative ad- 
vises us that we are not on the list 
for a certain account,” he said, “we 


send a staff man from the home of- 
fice to see both the agency and the 
advertiser. Our knowledge of the 
market, which is much more inti- 
mate and detailed than the repre- 
sentative can be expected to have, 
often enables us to save an account, 
or to split the schedule.” 

Buyers of space seldom attempt to 
tell representatives how to sell them, 
feeling that it is not in their prov- 
ince to advise the salesmen. Yet 
there is so much agreement in cur- 
rent comments regarding weaknesses 
in newspaper presentations that they 
may be regarded in the light of help- 
ful suggestions rather than merely 
captious criticisms. And it may be 
assumed that there are enough ex- 
ceptions to the rule to enable any- 
one to prove that the condition com- 
plained of is not universal. 

Some newspaper advocates occa- 
sionally object to what they believe 
is a tendency on the part of agen- 
cies to lean too strongly toward mag- 
azines for accounts which in their 
opinion could use newspapers to bet- 
ter advantage. Magazines are noted 
for the skill with which their pres- 
entations are prepared, and it is pos- 
sible that some of the difficulties of 
newspapers are due to the inade- 
quate sales methods they employ. 

This is an era of selective market- 
ing, but the great advantages of 
newspapers may easily be lost sight 
of if their methods of representation 
tend to obscure significant facts re- 
garding individual market areas and 
the way they can be covered with 
newspaper advertising. 


Objectives for Association Work 


A dozen men engaged in advertis- 
ing, sales and research work lingered 
around a luncheon table recently to 
discuss the plans for a proposed as- 
sociation. All of those present felt 
that, in general, the association 
would be a good thing, that those 
who participated would profit from 
the contacts thus established, and 
that the information gained, in an 
important field of marketing, would 
be valuable. 

Yet practically the unanimous opin- 
ion of those present was that unless 
the association had a program, in- 
dicating in a rather specific way just 
what objectives it had in mind, and 
how it planned to reach them, it 
would hardly be worth while to pro- 
ceed with organization at this time. 

This is a rather healthy attitude 
to take on what is becoming a prob- 
lem for almost everybody engaged 
in any activity related to marketing 
and merchandising. There are many 
associations; to belong to them, and 
really to participate in their activi- 


ties, requires both time and money; 
hence it is only fair to inquire of 
each just what it intends to accom- 
plish, and how. 


This is not to say that there is 
not room for additional associations. 
There are still plenty of problems 
in advertising and marketing, and 
plenty of opportunity for interesting 
and profitable co-operative work in 
endeavoring to solve them. But 
duplication of effort should be 
avoided as far as possible, and time 
and effort should be conserved by a 
clear definition of the aims and func- 
tion of each organization. In that 
way each can proceed unhampered 
in its own special field of activity. 

Every man owes some of his time 
and energy to the associations of his 
industry, but it is only fair to ask 
that undue burdens not be imposed 
upon those whose willingness to 
work for the advancement of the 
business has been demonstrated by 
their association activities. 


Information 
forAdvertisers 


The following documents may be 
secured without charge by any na- 
tional advertiser or advertising 
agency from the publishers sponsor- 
ing them, or through ADVERTISING 
AGE: 


352. Markets by Incomes. 


The title gives the key to this sur- 
vey of Appleton, Wis., typical Amer- 
ican community, by Time. This is 
said to be the most pretentious study 
of buying habits by income classes 
ever made. It throws light on many 
spots which have been clouded here- 
tofore and will do much in the in- 
terest of more intelligent advertising 
efforts. 


353. A Fact Picture of the Food 
Fields. 


McGraw-Hill have a reputation for 
thoroughness and this booklet is no 
exception to the rule. It indicates 
that the huge food market came 
through 1931 with flying colors, and 
in much better shape than industries 
not stimulated by “the relentless 
daily demand for food.” 


354. Golf Market Survey. 


Most golf players continue to earn 
that title regardless of business con- 
ditions, preferring to economize, 
when necessary, in some other direc- 
tion. That is one of the numerous 
morals to be drawn from this study 
by Golfdom, whose annual survey 
found the country’s golf clubs in 
much better condition than might 
be expected. 


301. Measuring Farm Coverage. 


This is one of a series of promo 
tion pieces issued by The Farm 
Journal. It urges R. F. D. as the 
basis for selecting farm mediums on 
the ground that when advertisers 
use farm papers it is because their 
products are purchased exclusively 
or largely by farmers, or because 
they already have heavier coverage 
of city than of country families and 
desire to balance their advertising. 


342. Where-to-Buy-It Service. 


For many years, advertisers have 
been struggling with methods of ty- 
ing their advertising up with the lo 
cal dealer. The number of plans 
suggested to this end ran into large 
numbers. The American Telephone 
& Telegraph Company and associated 
concerns apparently have really 
solved the problem with their Where- 
to-Buy-It service in local classified 
telephone books. The company’s new 
brochure explains in detail how 
brand names which have been burned 
into the consciousness of consumers 
are translated into the tinkling of 
the local dealer’s cash register. 


347. Presenting a New Rate Card 
and Explaining Needlecraft’s 
two Year Plan. 


This is Needlecraft’'s own story of 
its 10 per cent rate reduction and a 
brand new type of space discount. 
It starts out with a recital of how 
the magazine revised its circulation 
methods with such startling success 
that it decided to extend the new 
plan to the advertising department. 
In other words, advertisers who help 
Needlecraft simplify its selling job 
are rewarded with an extra discount. 


344. Making Snoopee in the Small 
Towns with George D. Mit- 
chell. 


This is a reprint, in thumb-nail 
style, of a recent address by the 
managing editor of The Pathfinder, 
before the magazine group of the 
Advertising Club of New York, with 
comments by some of those present. 
Mr. Mitchell was kidding part of the 
time, but there was enough dyna- 
mite and horse sense in his address 
to make it interesting and valuable 
hearing and reading. He does take 
up some cudgels in behalf of the 
small-town market, but his statis- 
tics, if any, are far from wearisome. 
Better send for a copy. 


TAKING A CUE FROM RADIO 


is it age 


"Ladies and gentlemen, your announcer is Alonzo B. Kelly.” 


(Copyright 1932 by Curtis Publishing Co.) 


ete of the Advertiser 


National Lineage of 


“Milwaukee Sentinel” 

To the Editor: The New York 
Evening Post figures on Sentinel- 
News national advertising recently 
published in ADVERTISING AGE are in- 
accurate and reflect untruly the ad- 
vertising situation as it applies to 
our newspapers. 

Neither the figures of Media Rec- 
ords nor our own resemble those the 
Post has credited to the Sentinel- 
News for 1930 and 1931. 

The Morning and Sunday Sentinel 
were merged with the Evening News 
Nov. 1, 1930, and the two papers were 
thereafter sold in combination. This 
combination was strictly enforced 
with reference to local display and 
classified from the beginning, and 
also on new national business not 
submitted under a contract pre- 
viously placed with one or the other 
paper. National advertising, there- 
fore, was not 100 per cent enforced 
until the middle of 1931. 

Therefore there could not be any 
possible comparison fair to the Sen- 
tinel and the News other than that 
which would apply either to the 
Morning Sentinel plus the Sunday 
Sentinel for the complete year of 
1931 against 1930, or the Evening 
News plus the Sunday Sentinel for 
1931 and 1930. 

In the second case there would 
have appeared a loss of 279,734 lines 
or about 8.7 per cent. In the first, 
there would have appeared a gain of 
228,608 lines or about 9 per cent. 

These figures are taken from Page 
1 of Media Records Year Book of 
1931 and are arrived at by adding 
all general display, automotive dis- 
play and financial display to get all 
rational advertising. 

J. NEWTON COLVER, 
Adv. Director, Milwaukee 
Sentinel and Wisconsin News. 
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Defying Friend Wife 

To the Editor: I subscribe to 18 
different papers and of these I like 
ADVERTISING AGE as much as my 
“bacon and” in the morning. 

My wife says if any of these 18 
papers are renewed, there will be a 
divorce in the offing. So I enclose 
subscription for 2 years on the sly. 
She can’t keep a good man from 
reading a good weekly. 

FREDERICK H. JAENICKEN, 
F. H. Jaenicken Co., Chicago. 
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Stripped Chassis 

To the Editor: The last paragraph 
of ADVERTISING AGE’s story on the 
Chicago Auto Show said: 

“Cadillac starred an _ engaging 
blonde, who demonstrated a stripped 
chassis without saying a word.” 

Her’s or the Cadillac’s? 

Bup KEYEs, 
United Business Publishers 
Inc., New York. 


Geyer Plan of 
General Presentations 

To the Editor: I note ADVERTISING 
AGrE’s story on our new media de- 
partment operating plan. 

An outline of this plan has been 
mailed to about 300 publishers and 
representatives. Already, about one- 
third of those receiving it have re- 
plied by letter or phone enthusias- 
tically endorsing the plan. 

A similar method was inaugurated 
by Kenyon & Eckhardt about a year 
ago and their success was one of the 
factors which led us to adopt it. 

W. J. SHINE, 
Media Director, 
The Geyer Co., Dayton, O. 
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Business Is Better 


To the Editor: Here’s my dollar 
for another year of ADVERTISING AGE. 
Only sad part about it—I have no 
permanent address, so just mail it to 
the family residence at Minneapolis. 

Business is getting better—much 
better. For four months I have been 
in personal charge of 42 salesmen in 
Wisconsin, Illinois and part of Min- 
nesota. Last week was three times 
better than the best week in January 
and sales to date in 1932 are ahead 
of the same period in either 1930 or 
1931. 

J. P. PAULSON, 
Director of Sales Development, 
Wilhelm Lubrication Co. 
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Mr. Peed Elaborates 


Views on Motor Copy 

To the Editor: While Mr. Peed 
was pleased that you saw fit to re- 
port his talk before the Chicago Ad- 
vertising Council, he is afraid your 
story will give the wrong impression. 

The heading, “Only Two Kinds of 
Car Copy—Both Bad: Peed,” would 
seem to indicate that Mr. Peed has 
set himself up as an authoritative 
critic on automobile advertising. 
This is far from being the case. 

What Mr. Peed intended to infer 
was simply that there is a great simi- 
larity in all types of current auto- 
mobile advertising. His facetious 
reference to one type of advertising, 
carrying the picture at the bottom 
and the logotype at the top, and the 
other the picture at the top and the 
logotype at the bottom, was intended 
solely as a comment on the similar- 
ity rather than a direct criticism of 
existing automobile copy. 

While De Soto advertising departs 
radically from the conventional type, 
we certainly would not say it is the 
only successful automobile advertis- 
ing appearing in 1932, or that other 
manufacturers, who are using more 
or less conventional styles, do not 
find it equally effective. 


Ray C. BLACKWELL, 
Director of Adv., De Soto Motor 
Corp, Detroit. 
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February 20, 1932 


OPTICAL COPY 
IS CLARIFIED 
IN WINDY CITY 


Chicago, Feb. 19.—Optical adver- 
tising, which has been the subject 
of acrimonious debate in many parts 
of the country, has been clarified in 
Chicago by adoption of standards by 
advertisers, newspapers and the Chi- 
cago Better Business Bureau. 

The new code provides that if 
copy offers a “free examination,” 
there shall be no charge whether or 
not glasses are bought. 

When “complete examination” or 
any similar offer is made, the ex- 
amination must include both sub- 
jective and objective methods of 
diagnosis. 

Ambiguity in copy and layout is 


barred. If illustrations, descriptions 
and prices are used, the layout shall 
indicate clearly which frames, lenses 
or complete glasses are offered at 
the quoted price. 

If the name of a manufacturer or 
trade-mark is used in advertising, it 
shall refer to both frames and lens 
unless otherwise specified. 

When an advertiser offers stock 
glasses not ground to individual re- 
quirements, the copy shall include 
in conspicuous type, “stock glasses,” 
“mounted stock lenses,” “ready 
made” or some equivalent phrase. 

First quality lenses shall be pro- 
vided in all cases unless copy speci- 
fies otherwise. 

If a price is quoted for frames, it 
shall not be necessary for the cus- 
tomer to buy lenses in order to 
secure frames at the advertised 
price. 


Enlarge Club Paper 
“The Torchlight,” official paper of 
the Cleveland Advertising Club, has 
been enlarged, in line with an ex- 
pansion program. 


Seek Uniform 
Accounting by 
N. Y. Utilities 


Albany, N. Y., Feb. 19.—Though 
its investigation disclosed no ground 
for an order to prohibit gas and elec- 
tric utilities from selling merchan- 
dise, the Public Service Commission 
reported “it is desirable that utili- 
ties engage in merchandising only 
where necessary to introduce ap- 
pliances.” 

The report said, however, that the 
right of utilities to deal in appliances 
is not open to question. 

The report held that “separate 
bills should be rendered for appli- 
ances or any service other than gas 
or electricity,” and ‘“‘a public service 
corporation has no right to discon- 
tinue service because merchandise 
bills are not paid.” 

It also urged establishment of a 
uniform accounting system to show 
complete merchandising costs. 


Clough Gates Heads 


Press Association 


Clough Gates, Superior (Wis.) 
Telegram, was elected president of 
the Northwest Daily Press Associa- 
tion at Minneapolis, Feb. 13. 

Other officers: Harry E. Rasmus- 
sen, Austin (Minn.) Herald, vice- 
president; Mrs. Howard Bratton, 
Faribault (Minn.) Daily News, secre- 
tary; R. R. Ring, Minneapolis, man- 
aging director; R. P. Palmer, Minne- 
apolis, executive secretary. 


“Chicago Daily News” 
Earns $908,277 in ’31 


Net profit of $908,277 was earned 
in 1931 by the Chicago Daily News 
and subsidiaries, compared with 
$989,002 in 1930. 

Special charges of $165,899, due to 
inventory losses, accounted for part 
of the reduction in net. 


Drops Libel Suit 


The $1,750,000 libel suit filed 
against the Oklahoma News, Okla- 
homa City, Okla., by Tom L. Green, 
contractor, has been dismissed, plain- 
tiff paying the costs. 


| SECORATT VE 
MAT E R I A e 


printing... 


will be canceled. 


HAMILTON, 


Approval Coupo 


canceled. 


Name 


Hamilton, Ohio, Dept. K 


THE CHAMPION COATED PAPER COMPANY 


Send me The Champion Book of Decorative Material No. 2. 
If I like it, I'll keep it and pay your bill for $1.50. If I don’t, I'll return it within one week and your bill is to be 


Company. 


Add 


City 


State. 


end today for this 
New Book 


ON APPROVAL 


...astorehouse of original ideas, 


layouts, inspirations to better 


156 vivid, colorful pages—more 
than 1000 different modern deco- 
rative designs by foremost artists 
— a book to save you time and 
money every day... 


b ysvtd off the press — sparkling with new- 
ness! You must see the Champion Deco- 
rative Material Book No. 2 to appreciate 
the wealth of valuable material it makes 
instantly available to you. Here are original 
layouts, designs, decorations —the creation 
of leading artists — material you can use in 
a thousand ways to dramatize your adver- 
tising and increase its selling effectiveness. 


By all means see this book — then you will 
realize how invaluable it will be to you... 
how it will save you time and pay for itself 
over and over on a single job. Have it sent 
on approval, then—if you feel you can 
afford to be without it — return it. The bill 


THE CHAMPION COATED PAPER CO. 


OHIO 


BY MAIL PREPAID 


APPROVAL 


SPIRIT OF ARC WELDING 


Otto Kuhler is helping Metal & Ther- 
mit Corp., New York, put drama into a 
non-dramatic product with this symbol 
of arc welding, used in industrial copy. 


Cellophane to 
Have Rival in 
New ‘Kodapak’ 


Rochester, N. Y., Feb. 18.—After 
18 months of direct development, the 
Eastman Kodak Company has per- 
fected Kodapak, a competitor of 
Cellophane and other transparent 
wrappings. The company’s experi- 
ments with cellulose acetate, a cot- 
ton product, date back to 1907. 

Kodapak has a brilliant, glass-like 
clarity and a silvery appearance 
when crumpled in the hand. Its 
limpness permits it to fold easily 
and neatly around corners of pack- 
ages. 

Kodapak, it is aserted, does not 
soften or lose its shape in water. 
It is highly transparent and colorless 
and does not have a tendency to be- 
come brittle in extreme cold. It 
will withstand high temperatures 
without coloring. 


Crystal Chemical 
Rewards S. Picker 


Sidney Picker, advertising man- 
ager of the Crystal Chemical Co., 
New York, has been elected secre- 
tary of the company. 

Sales of Outdoor Girl beauty prod- 
ucts increased from 4,000,000 units 
in 1930 to 15,000,000 in 1931, while 
the advertising appropriation was 
only 100 per cent greater. The ap- 
propriation for 1932 has been in- 
creased 50 per cent. 


Cline Is Officer of 
Carpenter Advertising 


Russell V. Cline has resigned as 
account executive of the Sweeney & 
James Co., Cleveland, to become vice- 
president of Carpenter Advertising, 
Inc., Cleveland. 

Mr. Cline served the Firestone Tire 
& Rubber Co., Akron, for 17 years. 
becoming advertising manager. 


Callahan’s New Work 


E. J. Callahan has been named 
sales manager of the Seaboard 
Freight Lines, Hartford, Conn., oper- 
ator of motor freight lines in six 
Atlantic seaboard states and adjacent 
territory. 


Upton to Madison 


Hayes Upton, formerly sales man- 
ager for the National Laundry Own- 
ers’ Association, has become sales 
manager of the “3-F’” Laundry and 
Dry Cleaning Co., Madison, Wis. 


Has Smith & Wesson 


The United Advertising Agency, 
New York, has been appointed by 
Smith & Wesson, firearms, Spring- 
field, Mass. Louis deGarmo is the 
account executive. 


Start “Color Crafts” 


Color Crafts has been started at 
32 Union Square, New York, to cover 
the stencil reproduction field. R. 
Maris Gomes is editor. 


Seff Proved Solvent 


A petition in bankruptcy against 


the H. H. Seff Advertising Co., New- 
ark, N. J., has been dismissed. 
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WOMEN FORGING 
INTO LEAD IN 
RETAIL REALM 


83 Directing Advertising of 
Big Stores 


New York, Feb. 19.—There are 83 
women advertising managers in 223 
department and specialty stores in 
20 cities, according to a survey by 
Dixie L. Laslett, of Thorndike De- 
land & Associates, executive place- 
ment specialists, for the Women’s 
Advertising Club of Pittsburgh. In 
1895, according to Miss Laslett, 
there was a sum total of one, this 
pioneer being Miss Emma B. Wint- 
ers, who started with James A. 
Hearn & Son in 1895 and remained 
20 years. 

“Although there were a_ few 
women assistants around 1904, there 
is no record of another woman ad- 
vertising executive until 1915,” re- 
marked Miss Laslett. “In that year, 
Mrs. Florence wrote the second per- 
son advertising for B. Altman & Co.” 


Miss Laslett also revealed what 
the big bosses think of advertising 
women, with these quotations: 

The head of a prominent Boston 
specialty store: 

“Tf the advertising department is 
systematized so that its head does 
not have to engage in warfare, there 
are many women who could success- 
fully direct it. 


“At present, however, the work in 
many stores requires that the adver- 
tising manager do everything but 
don football togs in order to come 
out with a whole skin, figuratively 
speaking. A woman is often not 
able to do as well as a man because 
she cannot ‘holler’ as loudly.” 

The owner of a high-grade spe- 
cialty store in the Middle West: 

“While the feminine viewpoint 
must always be considered in ad- 
vertising to women, a man is more 
likely to direct his advertising to all 
women, while a woman is prone to 
feature her personal likes’ too 
strongly. 


Avoid Personal Note 


“Most of the great Paris designers 
of women’s dreses are men, because 
men study women’s likes and re- 
quirements as a group, avoiding the 
personal note. Women buyers of 
ready-to-wear have a tendency to 
buy what they personally like. The 
same might be true of advertising 
written by women.” 


The general manager of a popular 
price department store in Pitts- 
burgh: 

“A man is generally a better ex- 
ecutive than a woman and com- 
mands greater respect from store 
buyers. A woman has great diffi- 
culty in being impersonal in busi- 
ness.” 

Another specialty store operator: 

“While a man is better at layout, 
commands more respect from buyers 
and can work with newspapers bet- 
ter, a woman can write better copy 
and come to the salient points more 
quickly than a man.” 

The survey indicated that women 
advertising managers are most num- 
erous in cities of 100,000 to 200,000. 
In Springfield, Mass., with 150,000 
people, four out of five of the lead- 
ing department stores employ wo- 
men advertising managers. In Pitts- 
burgh, with more department stores 
per capita than any other city, there 
are only three feminine advertising 
executives. 

Among New York department and 
specialty stores, 12 out of 27 adver- 
tising chiefs are women. Following 
is the number in other cities: 

Grand Rapids, 5 out of 7; San 
Francisco, 8 out of 9; Kansas City, 
7 out of 10; Cleveland, 5 out of 12; 
Buffalo, 5 out of 12; Philadelphia, 5 
out of 15; Los Angeles, 3 out of 12; 


BIGGEST SALARY? 


Lewis, advertising manager 
of Best & Co., New York, reputed 
to receive $50,000 a year. 


Mary 


4 out of 9; Detroit, 3 out of 9; In- 
dianapolis, 3 out of 9; Syracuse, 1 
out of 5; Cincinnati, 3 out of 11; 
Omaha, 3 out of 7; St. Louis, 2 out 


of 7; Chicago, 4 out of 24; Balti- 
more, 1 out of 13; Boston, 5 out 
ot 17. 


A $50,000 Salary 


Mary Lewis, of Best & Co., New 
York, is believed to be the highest 
paid feminine advertising manager 
in the United States, with a yearly 
pay check said to be $50,000. The 
salary average for women advertis- 
ing chiefs in New York ranges from 
$7,500 to $10,000. 

Although the two head _ copy- 
writers in one of the smart New 
York stores get from $12,000 to $15,- 
000, the copywriter’s salary in New 
York runs from $3,900 to $7,500. 
This is the average salary of adver- 
tising managers in most out-of-town 
stores, while copywriters out of New 
York get from $2,600 to $5,200. 

Miss Laslett found age no barrier 
to good work. The average age of 
the successful advertising woman is 
32 to 35, but both younger and older 
women are doing well. 


Advertising women have found 
that they can have their careers 
without missing anything. At least 
50 per cent are married and Mrs. 
Estelle Hamburger is not too busy 
as advertising manager of Stern 
Brothers to devote a lot of attention 
to twin boys. 


The survey revealed that most re- 
tail advertising women started in 
department stores and worked their 
way up, though many came from 
newspapers and magazines. Miss 
Laslett drew this picture: 

“The majority of advertising wo- 
men are either college graduates or 
have had some college training. 

“The advertising woman is able to 
write successful copy because of her 
imaginative powers and broad psy- 
chological insight. She has, very 
often, traveled extensively. She in- 
variably has an appreciation of 
literature and the arts and she pos- 


LOCAL MEETINGS 
PROJECTED BY 
UNITED ACTION 


(Picture on Page 16) 


New York, Feb. 18.—With the na- 
tion-wide broadcast of the United 
Action for Business Recovery Cam- 
paign held Wednesday the next step 
in the campaign for employment will 
be local meetings. 

The first is scheduled tentatively 
for Chicago March 3 and the second 
for Detroit March 4, with the Ad- 
craft Club meeting with the Michi- 
gan Manufacturers Association. 

Lee Bristol, president of the As- 
sociation of National Advertisers 
and Carl Byoir, director of organiza- 
tion of the United Action campaign, 
will address both meetings. 

Wednesday’s addresses at a lunch- 
eon of the Advertising Club of New 
York were broadcast over both NBC 
and Columbia networks. Besides 
Messrs. Bristol and Byoir, speakers 
were Matthew Woll, vice-president of 
the American Federation of Labor, 
and Roy Dickinson, of Printers’ Ink, 
substituting for Mark T. McKee, 
American Legion. 


Distinguished Guests 


Among honor guests at the lunch- 
eon were Samuel Knopf, Alfred A. 
Knopf, Inc.; Lawrence Mayer, Julius 
Kayser Co.; A. E. Haase and Paul 
B. West, outgoing and incoming man- 
aging directors of the A. N. A.; 
Frederic W. Hume, public relations 
counsel; Carroll J. Swan, president 
Advertising Club of Boston; Ralph 
Trier, New York Theatre Program 
Corp.; Howard Davis, New York 
Herald Tribune; Edwin S. Friendly, 
New York Sun; P. E. Chapman, P. W. 
Chapman & Co.; William H. Rankin, 
Wm. H. Rankin Co.; Alfred Oliver 
Buckingham, Cluett, Peabody & Co.; 
Lee J. Eastman, Packard Motor Car 
Co. of N. Y.; Charles E. Murphy, 
president, Advertising Club of New 
York; Grover Whalen, John Wana- 
maker; Bernarr Macfadden and his 
supervising director of advertising, 
Orr J. Elder. 


Bennett Names Brisacher 


E. W. Bennett & Co., Brilliant- 
shine metal polish and Bennett’s sil- 
ver polish, have placed their adver- 
tising with Emil Brisacher and Staff, 
San Francisco. Newspapers, maga- 
zines and direct mail will be used. 


Huey in Louisville 


George W. Huey, former assistant 
to B. G. Dahlberg, president of the 
Celotex Co., Chicago, has become 
managing director of the Louisville 
Convention and Publicity League, 
succeeding Leo J. Heer, resigned. 


Leads Band from Miami 


Ben Bernie, Blue Ribbon Malt star, 
directed his Chicago orchestra from 
Miami, Fla., Feb. 16, over the Colum- 
bia network. The program was 


sesses a necessary sense of humor.” 


routed through New York to the 
chain. 


ee 


Washington, 8 out of 15; Columbus, 


SOUTHERN CLUB HONORS WASHINGTON 


ares — Oey a ee 


—— 


The Jackson (Miss.) Advertising Club planted a magnolia tree on the 
courthouse lawn in honor of Washington. (Story on Page |). 


Higley Starts Weekly 


Joseph N. Higley, for many years 
advertising manager of the First Na- 
tional-Dollar Banks, Youngstown, O. 
which closed last fall, will launch a 
Republican weekly in Youngstown. 


Appoint Zinn & Meyer 
Natural Health Products Assn., 
New York, manufacturer of Manam, 
a natural laxative food, has placed 
its account with Zinn & Meyer, New 
York. Newspapers will be used. 


Van Gunten Moves 


H. R. Van Gunten, former vice- 
president of the Dunham, Young- 
green, Lesan Co., Chicago, has joined 
the Chicago staff of The American 
Weekly. 


Mason With Ritter 


George M. Mason, formerly vice- 
president of G. Howard Harmon, 
Inc., New York, is now with the 
Phillip Ritter Co., New York. 


Promote Hildenberger 
T. A. D. Hildenberger, who re- 
cently joined the Adams Broadcast- 
ing Service, New York, has been 
made sales manager. 


Kelvinator Gets Harlan 


J. Allen Harlan, formerly vice- 
president in charge of sales of the 
Frigidaire Corp., has joined the Kel- 


vinator Corp., Detroit. 


Launch “Domestic 
Air Conditioning” 
Engineering Publications, Inc., 
Chicago, will publish Domestic Air 
Conditioning as a monthly. 

“This industry is waiting for the 
marshalling into a single market 
unit of all the merchandising and 
engineering factors which will have 
a hand in presenting this equipment 
to this market,” said the initial an- 
nouncement. 


Reed Landis Injured 
in Springfield Fall 


Maj. Reed Landis, vice-president 
of Williams & Cunnyngham, Chicago 
agency, was severely injured in a 
fall at Springfield, Ill, Feb. 15. One 
ankle was broken and the heel of the 
other foot was crushed. 

Major Landis was rushed to a Chi- 
cago hospital by plane. 


Worthington Joins Agency 

Robert I. Worthington, formerly 
with Blackett-Sample-Hummert and 
Lord & Thomas and Logan, has 
joined Hurja-Johnson-Huwen, Inc., 
Chicago agency, as space buyer and 
production manager. 


Have New Movie 


The Perfect Circle Co., Hagers- 
town, Ind., has provided representa- 
tives with a new five-reel picture, 
“Endless Channels,” succeeding 
“Magic Circle,” the 1931 model. 


—so that writers on 


week 


—not after 


fore it has time to jell. 


But that’s just wishing 


(not the history) of shipping 


If business would only get on an even keel 
so that buyers of goods could stock up for six 
months—and feel safe 


—so that writers of advertising could prepare a 
year's campaign—and get it OK'd in advance 


business subjects could 


pen their articles a few months ahead — and 


have them click when issued — 


Facts are that business executives right now 
are straining to see what's the turn for next 


And they want NEWS and comment on it 
before the effect of the news has taken hold 


Thus when an executive has the choice of 
several business publications, the chances are 
he will favor the one that prints the news be- 
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$2,000 a year~ people ? 


Consider Soap . . Do lower bracket families use more of it because 
they get dirtier? Or do they use less because they don’t wash so often? 
A ten-thousand-dollar income buys an oil burner. A two-thousand- 
dollar income doesn’t. But how about the five-thousand-dollar income? 
Does it or doesn’t it? That is the question. 


OW do families of different in- 
H comes vary as prospects for 
coffee, ginger ale, refrigerators, cos- 
metics, automobiles, gasoline, shoes? 


How about the products you sell? 


Isn’t the key to efficient selling an 
exact knowledge not only of where 
_it is sold but of what income groups 
buy it—what ones won’t? 


Everybody knows that buying habits 
and preferences vary widely with in- 
come. But 4ow do they vary? That 
has remained a mystery. 


Time has just completed the most thorough 
survey of purchasing habits by incomes that 
has ever been made. 


In its New York office, Time now has the 


records of a million and a half retail purchases 
made in the typically American town of Apple- 


Flow do ney spen { 


$3 OOO a year~¢ 


ton, Wisconsin—purchases that reveal the buy- 
ing habits of six thousand American families in 
various income levels, as told to investigators 
by housewives, verified by dealer records and 


correlated for the first time in any survey with | 


sworn income tax returns. 


The tabulations of this survey, now published 


in two volumes under the title of “Markets By | 


Incomes,” furnish the first accurate yardstick 
for measuring the cash value of markets by 
income groups. 


Valuable to Sales Executives 


The result is a vast fund of reliable information 
in a field that has previously been approached 
by guesswork based on individual opinions. 
“Markets By Incomes” is the only exhaustive 
survey of buying habits by incomes in exist- 
ence. Hundreds of advertisers will use “Markets 
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that shoots directly at its target. 


February 20, 1932 ADVERTISING AGE 


Pe ‘wu 
~ 


$5 000 ?.....over $10,000 a y 


By Incomes” to arrive at a far more accurate analysis of 
their potential markets and as the basis for sales strategy 


For mass markets are filled with c/ass buyers. “Markets 
By Incomes’ penetrates through the fog of general statis- 
tics — lights the way directly to the doorways of actual 
customers. 

The information supplied in “Markets By Incomes’ is 
given in both tabular and graphic form. Volume I will 
soon be sent to key executives concerned with sales and 
advertising. 


TIME 


The Weekly Newsmagazine 


‘st survey based on actual in 


Timg, Inc., 135 East 42nd Street, New York City 
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February 20, 1932 


THRIFT MODELS 
CHRYSLER TRUMP 


Detroit, Mich., Feb. 18.—On the 
heels of a highly favorable earnings 
statement, the Chrysler Corporation 
announced the introduction of two 
new Plymouth models whose names 
and prices are geared to the psychol- 
ogy of the times—Thrift Cars. 

Chrysler’s net income in 1930 was 
only $234,155, or 5 cents a share. In 
the face of the industry’s difficulties 
in 1931, net profit was driven to $1, 
468,935, or 33 cents on common. 
Chairman Walter P. Chrysler attrib- 


uted the improvement to entering 
the low price field. 

The new Thrift Models will be a 
two-door and four-door sedan, of- 
fered at the lowest prices ever placed 
on a Chrysler product—$495 and 
$575. They will embody floating 
power and other well advertised im- 
provements. 


New Mapleine Agency 


Crescent Mfg. Co., Seattle, has 
placed the advertising of its Maple- 
ine division with Erwin, Wasey & 
Co., Seattle. 


McFate with Hotel 


James T. McFate, former Western 
editor of Hotel World-Review, has 
become promotion manager of the 
Bismarck Hotel, Chicago. 


Canadian Gravure 


Controlled by Hall 


W. F. Hall Printing Co., Chicago, 
has obtained control of the Canadian 
Gravure Co., Toronto. 

The company expects to print the 
Canadian editions of Liberty, True 
Story, Ballyhoo, Film Fun, and 
others in the Toronto plant. 


Wright to Denver 


William R. Wright, former presi- 
dent of Emerson B. Knight, Inc., 
Indianapolis, has joined the Cecil R. 
Conner Advertising Agency, Denver. 


Bar Football Broadcasts 


The Southern Conference will bar 
broadcasts of its 1932 football games, 
attributing decline in gate receipts 
to this factor. 


Reward Publisher 


In recognition of his work as head 
of the industrial committee, Fred W. 
Woodward, publisher of the Dubuque 
(la.) Telegraph-Herald and Times- 
Journal, has been named president 
of the Chamber of Commerce. 


Aid to Kroger Chief 


Gordon P. Mougey has become as- 
sistant to Albert H. Morrill, presi- 
dent of the Kroger Grocery & Baking 
Co., Cincinnati, in charge of the 
merchandising division. 


New Club Secretary 


W. 4H. Barron, Jr., advertising 
manager for the Wolff & Marx de- 
partment store, has been elected sec- 
retary of the San Antonio Advertis- 
ing Club, succeeding John Lewis, re- 
signed. 


HOSPITAL 


F you sell foodstuffs, kitchen equipment, refrigera- 
tors, dumb-waiters, ranges, steam tables, tableware, 
china, or any one of the scores of commodities needed 
in the preparation, storage and serving of food in hos- 
pitals, the one way to reach this market effectively and 
economically is through the Foods and Food Service 
Department of HosprraL MANAGEMENT. 


No other publication going to hospitals covers the 
whole subject of hospital food service so thoroughly 
and so authoritatively as does HosprraL MANAGEMENT. 
No other hospital publication publishes as much as one- 
half as much editorial material on this important sub- 
ject. 


And no other publication in the field guarantees 
food advertisers position opposite pertinent editorial 
material in every issue, regardless of the amount of 
space used. 


We’d like to send you a copy of our current issue, 
so that you can see for yourself the wealth of practical 
editorial material in our food department, and can note 
the attractive flat make-up which places all food adver- 
tising opposite this editorial material. 


A request on your business letterhead will bring 
full details. 


For the Food and Kitchen 
Equipment Advertiser 


MANAGEMENT 


The practical journal of administration 


537 S. Dearborn St., Chicago 


Graybar Building, New York 
The only hospital journal member both A. B.C. and A. B. P. 


HIGH JINKS 


E. H. Morrisey, vice-president of the 

Green, Fulton, Cunningham Co., Chicago 

agency, is back from a vacation in Ber- 

muda with this photograph showing how 
he whiled away the hours. 


Smaller N. Y. 
Agencies Form 
Organization 


New York, Feb. 18.—With 32 of 
the smaller agencies as members, the 
Metropolitan Association of Adver- 
tising Agencies has been formed 
here. Joseph Cirker, president, said 
the objectives are to create a 
brotherly feeling among the agencies 
and present a unified front in coping 
with problems confronting the pro- 
fession as a whole. 

Samuel Zipser is vice-president; 
Irving J. Schwartz, Arta Advertising 
Agency, secretary, and Anthony Ba- 
bor, treasurer. 

The roster includes the Arta Ad- 
vertising Agency, Babor Adver- 
tising Service, Bayard Advertising 
service, Bedford Advertising Agency, 
Benjamin Advertising Service, Louis 
W. Blum Advertising Agency, Callo 
& Clark, Henry L. Davis Co., Delaney 
Advertising Agency, J. Dressner Ad- 
vertising Agency; 

Equity Advertising Agency, Friend 
Advertising Agency, Gelles Advertis- 
ing Agency, Lawrence J. Gilman, 
Heights Advertising Service, Hirsh 
Advertising Agency, Charles L. Hu- 
son Advertising Service, Jensen Ad- 
vertising Agency, Frank .B. John Ad- 
vertising Agency; 

Keim Advertising Agency, Willard 
Kohen, Martin Advertising Agency, 
Mitchell Advertising Agency, Neren- 
berg Advertising Agency, New York 
and Long Island Advertising Co., 
Ravett Advertising Agency, Real- 
service, Inc., Rogers Advertising 
Agency, Sternfeld-Godley, Inc., Union 
Square Advertising Agency, and 
Weiss Advertising Agency. 


Dorsey, Philadelphia 
Agency Chief, Dead 


Albert H. Dorsey, founder and 
president of the Albert H. Dorsey 
Advertising Agency, Philadelphia, 
died Feb. 12, after a week’s illness. 
He was 47 years old. 

A native of Washington, D. C., Mr. 
Dorsey spent most of his life in 
Philadelphia. He was a member of 
the Poor Richard Club. His widow 
and two children survive. 


Is Plymouth Agency 


Plymouth Cordage Co., Plymouth, 
Mass., has appointed Larchar-Horton 
Co., Boston, to direct the advertising 
of Plymouth Manila rope in class, 
trade and technical papers. The 
Griswold Company continues. to 
handle the binder twine division. 


Chandler Starts Agency 


J.B. Chandler, formerly with Sears, 
Roebuck & Co., has opened the Home 
Advertising Company at San An- 
tonio, Texas, to feature a new real 
estate sales plan. 


Campaign for Coal 


DeBardeleben Coal Corp., Birming- 
ham, has appointed Saussy & Sewell, 
New Orleans, to advertise Sipsey 
Coal. 
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GOODRICH EMPHASIZES DEALER HELPS 


Here are some of the novelties with which the B. F. Goodrich 
Company will help dealers get tire business this year. 


GOODRICH WILL 
STRESS BETTER, 
MORE RETAILERS 


Co-Operative Advertising Is 
Offered 


Akron, O., Feb. 18.—As the first 
step in a campaign to offset com- 
petition’s emphasis on price, the 
B. F. Goodrich Rubber Co. has an- 
nounced three new tires presenting 
individual appeals of safety, beauty 
and luxury. 

While the appropriation will be 
larger this year than last, according 
to Philip C. Handerson, new director 
ot advertising, a changed program 
to add and train dealers, will necessi- 
tate a reapportioning. Magazines 
and metropolitan dailies will be 
used somewhat less, but the total 
for all newspapers will be doubled, 
most of the space being Goodrich’s 
share of co-operative dealer cam- 
paigns. 

Eighty per cent of the appropria- 
tion will be spent in magazines, 
newspapers and direct mail; 15 per 
cent for point-of-purchase advertis- 
ing, and 5 per cent for remembrance 
advertising. 

The safety tire is the Safety 
Silvertown, the new leader of the 
regular line. The beauty tire is “the 
custom-built tire” having colored side 
walls in 12 shades. The luxury 
tire, an adaptation of the airplane 
air wheel, is described as the super- 
cushion tire. 

No publication advertising will be 
used this spring for the colored and 
super-cushion tires. They are being 
introduced through new car distribu- 
tors and the larger tire dealers, the 
former offering them as extra equip- 
ment. Customers may order the 
colored tires from cross-sections sup- 
plied dealers free. 


Silvertown Copy 


The new Safety Si'vertown will be 
featured in magazine advertising and 
much of the newspaper and direct 
mail copy. The advertisements ex- 
clude prices. 

Copy describes construction feat- 
ures with respect to safety, includes 
an invitation to join the Silvertown 


Safety League, and introduces a new 
claim, “Silent Speed— Less Nerve 
Fatigue.” 


In the year since Goodrich began 
its Safety League campaign, 600,000 
car owners have enrolled, each mem- 
ber being obliged to contact his Good- 
rich dealer twice to obtain the em- 
blem. Junior Silvertown Safety 
Leagues will be organized this year 
by Goodrich dealers who think the 
plan fits their market. To enroll 
and receive the button emblem, chil- 
dren will be asked to call at the 
dealer’s store with a parent. ; 


Magazines on the current list are 
Time, California Cultivator, Cap- 
per’s Farmer, Country Gentleman, 
Country Home, Southern Agricultur- 
ist, Saturday Evening Post and Suc- 
cessful Farming. 


Inducements to the thousands of 
dealers Goodrich expects to add this 
year include co-operative advertising, 
a correspondence salesman training 
course and an advisory service in 
budgeting and planning. 


Fifty-Fifty Advertising 


Goodrich offers to pay half the cost 
of newspaper and direct mail adver- 
tising up to any amount warranted 
by the dealer’s market. As most 
dealers handle other automotive 
equipment and supplies, the com- 
pany does not require that the adver- 
tising be confined to tires but offers 
to pay half the cost of the tire space 
in combination advertisements. 


Goodrich salesmen are instructed 
to make a special effort to sell the 
salesman’s training course, for which 
a charge of $10 per student is made. 
Dealers are urged to enroll their 
entire staff, the fee to be paid by the 
individual. 

The course of study embraces six 
weeks, with a booklet for each. The 
weekly written examinations are 
graded by a supervisor employed for 
that purpose. 

The course says 5 per cent of con- 
sumers buy on price, 35 per cent for 
utility and 35 per cent for extra serv- 
ice, the remaining 25 per cent being 
commercial buyers to whom operat- 
ing cost is the major consideration. 
Salesmen are advised to classify the 
prospect as the first step. 

Most of the point-of-purchase ad- 
vertising is free, the more expensive 
items being furnished at cost. The 
company charges $3.75 a year for 
standard window trim service and 
$8.50 a year for deluxe service. 

The company is also using Where- 
To-Buy-It-Service in classified tele- 
phone directories and Hobbs touring 
guides, dealers being identified in 


both. 


Question Funeral Costs 


To protect the poor against ex- 
orbitant charges, a bill has been in- 
troduced in the New Jersey legisla- 
ture to compel undertakers to pub- 
‘ish in newspapers the cost of 
funerals they conduct. 


Represents “Ballyhoo” 

Robert A. Burton, Jr., formerly 
with Liberty and, before that, the 
American Weekly, has been ap- 
pointed western advertising manager 
of Ballyhoo, with offices in Chicago. 


Start Outdoor Company 

The Triangle Outdoor Advertising 
Corp. has been formed in Jersey City, 
N. J., by Sheldon V. D. Davis, Red 
Bank; Lee Rosen and Madeline 
Spicer. 


Two Join KTM 


Jack Plumelet, late of KCB, San 
Diego, and J. H. Alexander, Kansas 
newspaper man, are additions to 
KTM, Los Angeles. 


Represent “Herald” 


The Grand Rapids (Mich.) Herald 
has placed its national representa- 
tion with Verree & Conklin. 


Mallory Names Agency 


P. R. Mallory & Co., Indianapolis, 
have placed their advertising with 
the Aitkin-Kynett Co., Philadelphia. 


Furniture Industry 
Clashes Over Style 


Show for Consumers 


Chicago, Feb. 18. — Furniture re- 
tailers are up in arms against the 
decision of the board of governors of 
the American Furniture Mart to 
open the building to the public for a 
week’s style show following the July 
market. 

While the outcome is anybody’s 
guess, those in close touch with the 
situation believe a show of some sort 
will be held, with both sides making 
concessions. 

The present controversy recalls a 
similar disagreement between manu- 
facturers and retailers two years ago 
in which the retailers were victori- 
ous. The present instance has a dif- 
ferent aspect, however, as on the 
preceding occasion the manufactur- 
ers were not prepared for the storm 
of protest. 


The plan of the manufacturers, as 
tentatively drawn by the 25 gover- 
nors representing the 650 exhibitors, 
is to throw open the entire building. 


Each exhibitor will arrange for the 
occasion as he sees fit, being bound 
only not to quote prices or attempt 
selling. 

The first counter-proposal made by 
the retailers is to open only the first 
two floors of the Mart, filling them 
with representative pieces from the 
various exhibits, arranged in attrac- 
tive room groupings. It is predicted 
this plan will be rejected by the 
manufacturers. 

The manufacturers say the show is 
simply a means of stimulating public 
interest in new furniture styles, 

The retailers argue that -regular 
events of this sort would put pres- 
sure on them to stock new styles 
more rapidly than convenient, that 
the shows would disrupt their own 
style promotion, and that a danger- 
ous precedent would be established 
by contacts between manufacturer 
and consumer. 


An Outstanding 1932 Bargain! 


FAWCETT) 


WOMENS GROUP 


[F you sell to women—the younger type, alert, responsive, 
with many wants and the ingenuity of their sex in getting 
what they want—don’t overlook the magnificent market 
waiting for you in the Fawcett Women’s Group. Here is 
volume, very definitely on the way to a million—each maga- 
zine a seasoned medium—at a low cost that challenges all 


comparison. 


830,000 


At $1.43 per page per thousand 


Buy all four magazines, or any three, at a 15% reduction from the individual card 


rates. For instance: 


All Four Magazines 
DD. ceckhavins san enen 
Two Columns .......... 
rere 
Be gi sieee de aches 


830,000 Circulation 


Three Screen Magazines 


....$1190.00 PN 6 EWA ossdces cacee ties . $850.00 
.... 794,47 ee Ge oe ee 567.80 
.... 399.36 ee GD ow 869k VER ERAS 286.03 
be ate 3.15 See: SEs habbo sascnceseenia te 


530,000 Circulation 


FAWCETT PUBLICATIONS, | Inc. 


Also publishers of Modern Mechanics and Inventions, 


Mechanical Pi 
Magazine, Battle Stories, Triple X Western, Startling Detective Te Etc. 
NEW YORK OFFICE: 


CHICAGO OFFICE: 
35 E. Wacker Drive 
Phone State 2955 


1206 S. 


LOS ANGELES OFFICE: 
Maple Ave. 
Phone Prospect 5775 


GENERAL OFFICES 
Minneapolis, Minn. 


529 So. 7th St. Phone Murray Hill 2-1555 


SAN FRANCISCO OFFICE 
1625 Russ Building 
Phone Douglas 4994 


Phone Main 7331 


52 Vanderbilt 
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Indianapolis Bureau 
Re-elects Officers 


The Indianapolis Better Business 
Bureau has re-elected H. L. Dithmer, 
president; E. W. Chaille, vice-presi- 
dent, and W. C. Grauel, treasurer. 

Three new directors, Harry Israel, 
John Burke and Edward Roe Roesch, 
were chosen, the others being Messrs. 
Dithmer and Grauel and R. O. Bon- 
ner. 

The Bureau is considering appoint- 
ment of committees from each line 
of business to investigate complaints 
arising in their field. 


Douglas, Heinz Expert, 
To Direct Drug Sales 


R. C. Douglas, for seven years with 
the H. J. Heinz Co., has become sec- 
retary-treasurer and sales manager 
of the Tanna-Menthol Co., Tulsa, 
Okla. 

A new expansion program calls for 
intensive advertising directed by the 
2 Watts Advertising Agency, 

sa. 


N. B. C. Grosses More 
With Fewer Clients 


Gross revenue of the National 
Broadcasting Company increased to 
$29,500,000 in 1931, from $22,000,000 
in 1930. Clients decreased to 231, 
or 32 less than in 1930. 

M. H. Aylesworth, president, at- 
tributed the contradictory showing 
to increased facilities. 


Tichenor Transfers 


W. C. Tichenor, business manager 
of the Birmingham (Ala) Post, has 
been transferred to the Akron (0.) 
Times Press, another Scripps-Howard 
newspaper. He is succeeded by 
Howard Parish, who has been ad- 
vertising manager of the Post. W. 
E. Brown succeeds Mr. Parish. 


Staehle Is Transferred 


A. M. Staehle, formerly sales man- 
ager of the mining papers of Mc- 
Graw-Hill Publishing Co., New York, 
has been made sales manager of En- 
gineering News-Record and Construc- 
tion Methods. 


“Ballyhoo” Cuts Rates 


Ballyhoo, New York, has announced 
a rate reduction of 50 per cent in 
advertising rates. 


A. O. Lindsay Heads 
Inland Daily Press 


A. O. Lindsay, publisher of the 
Quincy (Ill.) Herald-Whig, was 
elected president of the Inland 
Daily Press Association this week. 
He succeeded Fred Schilpin, pub- 
lisher of the St. Cloud (Minn.) 
Times. 

C. R. Butler, Mankato (Minn.) Free 
Press, was named first vice-president. 


Directory Lists 
Catholics in U. S. 


There are 21,887,606 members of 
the Catholic church in the United 
States, according to the Catholic 
Press Directory, issued by Joseph H. 
Meier, Chicago. 

The book lists 310 Catholic news- 
papers and magazines, published in 
17 languages, with combined circula- 
tions of 7,308,456. 


Women’s Club Adds 18 


The Philadelphia Club of Advertis- 
ing Women greeted 18 new members 
at the annual New Members’ Night 
last week. Mrs. Cornelia Bryce 
Pinchot, wife of the Governor of 
Pennsylvania, was guest speaker. 


Stack-Goble in N. Y. 


Stack-Goble Advertising Agency, 
Chicago, has established a New York 
branch at 400 Madison Avenue, with 
Richard A. Porter in charge. John 
A. Butler is copy chief. 


Henderson with Hearst 

After 11 years as vice-president of 
the H. E. Lesan Advertising Agency, 
New York, D. W. Henderson has 
joined the Hearst Comic Weekly. 


Appoint Rosenberg 
X-Otic, Inc., New York, sanitary 
belt, has placed its advertising with 
Arthur Rosenberg, Inc., New York. 


Name Representatives 

The Ballston Spa (N. Y.) Journal 
has appointed Ingraham, Cooley & 
Coffin as national representatives, ef- 
fective March 1. 


Publish N. Y. Edition 


House and Garden, New York, 
will institute a Metropolitan Area 
Edition in April. 


——— —4 


NEMPLOYMENT 


. Se Rs 
| ASZRIGULTVE® 


, 2 S ~ 


sy 


NSS SEN 


vance, the depression will be over. 


0. all business men and manufacturers, the rank-and-file farmer is now 
the most secure. He has ample food, shelter, a going business, an income 
(however reduced) and an assured future. 


Agriculture has its troubles. Who has not? But this cartoon hits the nail 
on head; we say with Old Bill, “‘If you knows of a better ‘ole, go to it!" 
Editorial and cartoon from The Farm Journal. 


As soon as his selling prices ad- 


THE more comfortable situation of farm- 
ers is well confirmed by these reports: 


“Farm sentiment does not appear to be 
unduly depressed.” 
U. S. Department of Agriculture. 


“Farmers have weathered 1931 and are 
entering the present year in much better 
relative position, economically, than most 
people realize.” 
Agr'l Committee, Chicago C. C. 
“City and town people are migrating to 
the farms.” 
U. S. Department of Agriculture. 
“Farm morale has held up remarkably 


> puts to shame whinings and mis- 
information farmers buying 


neighboring farms.” Federal Land Banks. 


“Farm standards of living are well main- 
tained.” Uy 5. Department of Agriculture. 
“Mail subscription renewals this season 
are 50 per cent ahead of the past two 
seasons, indicating more liberal spending 
by farmers. The Farm Journal. 


ATL 


The farm 


|B passer hepeeed by political propa- 
ganda, newspaper hand wring- 
ing and lamentations, many adver- 
tisers are totally unaware of the 
better farm condition ...... but 
numerous shrewd merchandisers are 
now expanding or initiating adver- 
tising to farmers to compensate 
losses in urban sales. 


They are using farm publications 
covering the more diversified farm- 
ing sections and sections close to the 
great metropolitan districts, where 
highest prices prevail. 


The Farm Journal particularly dom- 
inates in these more profitable sec- 
tions, reaching 300,000 more farms 
than any other publication. 


ournal 


Philadelphia — New York — Chicago — Detroit 
Dominant on Farms — Covers Richest Sections — Greatest Pulling Power 


CENSORSHIP OF 
FOOD AND DRUG 
COPY PROPOSED 


To Clarify Status of Package 
Enclosures 


Washington, D. C., Feb. 18.—A 
proposed amendment to the Federal 
Food and Drugs Act would make the 
Food and Drugs Administration dic- 
tator of all food and drug advertis- 
ing in the United States. 

The proposed amendment would 
declare foods and drugs misbranded 
if they were advertised through any 
medium “in terms which are false or 
misleading in any respect.” 

The change is proposed by the 
Committee on Public Health Organ- 
ization of the White House Confer- 
ence on Child Health and Protection. 
E. L. Bishop, Tennessee State Com- 
missioner of Health, is chairman of 
this committee. 

The recommendation in full says: 

“The Federal Food and Drugs Act 
and all State laws should be amended 
to define an article of food or drugs 
as misbranded if it is advertised, 
through magazines, newspapers, 
placards, billboards, radio broadcast- 
ing or any other means, in terms 
which are false or misleading in any 
particular.” 

The Food and Drug Administra- 
tion will ask the Supreme Court of 
the United States to rule on the 
status of package enclosures, C. W. 
Crawford announced. 

Though false and misleading state- 
ments on labels or packages are 
prohibited by law, some courts have 
ruled that package enclosures are 
not within the purview of the 
statute. 


Bar Sale of 
Unregistered 
Cuba Tobacco 


Havana, Cuba, Feb. 18—A decree 
prohibiting the sale of cigars, cigar- 
ettes and smoking tobaccos which do 
not carry registered trade-marks has 
been signed by President Machado. 

It will affect thousands of street 
venders selling cigars of their own 
manufacture on the streets of Cuban 
cities. 

The decree, to become effective 
Feb. 19 is designed to protect the 
interests of large tobacco manufac 
turers, who have complained that 
the sale of unbranded tobacco and 
cigars is seriously affecting the to- 
bacco industry, already harassed by 
reduced foreign sales and internal 
labor strife. 

Fifteen thousand tobacco workers 
in Havana and Pinar del Rio Prov- 
inces have been out on strike since 
Jan. 15, refusing to accept a wage 
cut, and the factories have been un- 
able to operate. 


Reappoint Agency 
The Order of the Golden Rule, an 
affiliation of funeral) directors, has 
reappointed Hahn-Rodenburg Com- 
pany, Springfield, Ill., as its agency. 
About $2,000,000 has been spent thus 
far. 


Retain United 


Dwelly, Pearce & Co., New York, 
have appointed the United Advertis- 
ing Agency as advertising counsel. 
Louis deGarmo is account executive. 


Offer New Discount 
American Home and Country Life, 
Garden City, N. Y., will offer a 10 
per cent discount for the same black 
and white space used in both papers, 
effective April. 


Leaves Adler-Rochester 

Arthur E. Williams has resigned 
as advertising manager of Levy 
Bros. & Adler-Rochester, Inc., Earle 
E. Levy taking charge. 


PARTY DRESS MUST BE ADMIRED 


Taylor Instrument Companies, New York, attribute their 
heavy advertising to inspiration born of new packages. 
Walter Teague designed this one. 


Non-Members of 
AFA Admitted 
By District 


San Antonio, Texas, Feb. 18.—The 
Tenth District, Advertising Federa- 
tion of America, will admit advertis- 
ing clubs not affiliated with the A. 
F. A., it was announced at a direc- 
tors’ meeting here. 

This incongruity will be put into 
execution as the result of the adop- 
tion of a new constitution by two- 
thirds of the member clubs. Three- 
fifths of the directors must vote for 
the admittance of any applicant, 
however. 

The directors picked Austin, the 
State capital, for the 1932 conven- 
tion, Oct. 27-29. A feature of the 
last day of the meeting will be the 
annual football classic between 
Texas University and Southern 
Methodist University. 

The board will devise plans for 
employing 25 picked students of the 
business administration school of 
the University of Texas who majored 
in advertising. 

Governor Earle Racey of the 
Tracey-Locke-Dawson Agency, Dal- 
las, announced that a huge advertis- 
ing campaign will be sponsored in 
the spring to push advertised prod- 
ucts and to emphasize the present 
buying power of the dollar. 


Start Campaign for 
Radio Eliminator 


Motor Car Devices Co., Los Ange- 
les, will launch an advertising cam- 
paign for the Aut-O-Bee, an elimina- 
tor for automobile, airplane and 
motor boat radio sets, and those on 
farms where electric current is not 
available. 

Trade and export papers will be 
used. Further advertising will come 
from the Consolidated Radio Com- 
pany and Mission Bell Radio Mfg. & 
Distributing Co., which will use the 
device on their radios. 


Start Association for 
Advertising Neophytes 


Alvyn G. Schmale, of the Hazard 
Advertising Corp., New York, has 
formed the Association of Advertis- 
ing Neophytes for young men enter- 
ing the field. Temporary quarters 
have been taken at 295 Madison 
Avenue. 

Meetings will be held the first and 
third Wednesday. 


G. O. Publishes 
“New York Outdoors” 


General Outdoor Advertising Co., 
New York, has started “New York 
Outdoors” to contact agencies, na- 
tional advertisers and others. E. B. 
Daniels is in charge of the house or- 
gan, printed in newspaper format. 


Advertise Gardens 


The Cleveland office of the Camp- 
bell-Sanford Advertising Company is 
placing copy in magazines for 
Riley’s Water Gardens, Port C'inton, 
Ohio. 


SCHEDULES IN 
OUTDOOR FIELD 
ARE EXPANDED 


Milwaukee, Wis., Feb. 18.—Though 
the small town market comprises 
53 per cent of the population and 40 
per cent of the country’s buying 
power, it is being cultivated by only 
14.2 per cent of the national adver- 
tising, M. B. Kendricks, of Outdoor 
Advertising, Inc., told the Outdoor 
Advertising Association of Wis- 
consin at its annual meeting last 
week-end. 

The figure for newspapers is 11.7 
per cent and for magazines, 16.7 per 
cent, he said. Farm papers were not 
included in his tabulation. 

Lee I. Archer, of Klau-Van Pieter- 
son-Dunlap Associates, Milwaukee 
agency, urged more intensive mer- 
chandising of outdoor advertising to 
dealers, asserting their opinions are 
being more carefully considered than 
formerly by advertisers in formulat- 
ing plans. 

H. L. Gilhofer, National Outdoor 
Advertising Bureau, Chicago, said 
outdoor schedules for the first quar- 
ter show a marked improvement, 
with March figures especially satis- 
factory. 

To Protest Field 


Herbert Fisk, general manager of 
the Outdoor Advertising Association 
of America, outlined a tentative plan 
for the protection of outdoor adver. 
tising. It will be further discussed 
at a meeting in Chicago, March 15-16. 

Ray Fitch, Racine Poster Adver- 
tising Company, was re-elected presi- 
dent of the association, others be- 
ing re-elected as follows: Joseph 
Mierscha, Oshkosh Outdoor Adver- 
tising Co., vice-president and Harry 
Fitzgerald, Cream City Outdoor Ad- 
vertising Co., Milwaukee, secretary- 
treasurer. Mr. Fitzgerald was also 
elected a director to the national 
association. 

Directors named include Oscar 
Oberrick, Fond du Lac Poster Adver- 
tising Co., and Park Hinkson, Hink- 
son Advertising Co., Madison. Offi- 
cers were installed by Frank Fitz- 
gerald, Milwaukee outdoor pioneer. 


“Building Material 
Digest,’ New Paper 


Building Material Digest has been 
started in Chicago as a monthly by 
Livingston-Badeaux. 

The principals are William H. 
Badeaux, former secretary of the 
Northwestern Lumbermen’s Assn., 
and Dave Livingston, late of Suc- 
cessful Farming. 


Group Names Cole 


Chicago Suburban Quality Group 
has appointed Hallett E. Cole, Los 
Angeles, Western representative. Mr. 
Cole is a son of F. E. M. Cole, Chi- 
cago veteran. 
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THRILL’ WINS 
WARM APPROVAL 
IN SHORT TIME 


Formfit Company Increases 
Sales 400 Per Cent 


(Picture on Page 16) 


Chicago, Feb. 18.—A campaign de- 
signed to take the monotony out of 
foundation garment advertising has 
given the Thrill line of the Form- 
fit Company national distribution in 
six months and increased sales more 
than 400 percent the last four 
months. 

Walter H. Lowy, advertising man- 
ager, applied a new technique in 
choosing the trade name. “Thrill” 
was adduced from the fact that the 
brassiere is plush-lined, a patented 
feature. 

Illustrations of the “Thrill girl’ 
were supplied by the Bertram 
Studios, Chicago. She is also used 
for dealer aids, being pictured in 
mailing pieces, ledge and window 
posters and car cards. 

Her likeness in oils on black 
velour, larger than life, appears on 
the back drop of a traveling window 
display, and it is planned later to 
reproduce her in a mannequin bust. 


Coin New Word 


Another new copy angle was the 
introduction of “pendulosis,” a 
coined word to describe pendulous 
breasts. It was removed from the 
headlines and buried in the copy 
after the first month’s advertising, 
partly because of objections expressed 
by retailers and partly because it 
was not considered good psychology 
to stress the subject continuously. 

The copy is directed to “moderns 
of all ages who want to stay young.” 
One slogan used is “Worn with en- 
joyment.” 

Thrill brassieres and combination 
garments were introduced in August. 
Leading dealers were stocked by 
Sept. 1 and that month was devoted 
to intensive promotion with co-opera- 
tive newspaper advertising as the 
foundation. 

The co-operative offer was dropped 
Oct. 1, when the company began a 
schedule of 140-line advertisements 
every other Thursday in 26 dailies 
and three Sunday rotos in 25 major 
markets. The list was made up on 
the basis of class appeal and circu- 
lation, morning and evening papers 
receiving equal consideration. The 
list consists of: 

Chicago Tribune, New York Times 
(Sunday roto), New York Sun, Bal- 
timore Sun, Washington Star, Cleve- 
land Plain Dealer, Columbus Dis- 
patch, Seattle Post Intelligencer, San 
Francisco Examiner, Indianapolis 
News, Milwaukee Journal, Philadel- 
phia Bulletin, St. Louis Post-Dis- 
patch, Detroit News (Sunday roto), 
Los Angeles Times, Denver Post, 
Minneapolis Journal, Portland Ore- 
gonian, Atlanta Journal (Sunday 
roto), Kansas City Star and Times, 
Boston Post, Pittsburgh Post-Gazette, 
Dallas News, New Orleans Times-Pic- 
ayune, Memphis Commercial Appeal 
and Evening Appeal, and Cincinnati 
Post and Times-Star. 

The Formfit account is handled by 
the Chicago division of the United 
States Advertising Corporation. 


Lockwood, Indiana 
Publisher, Passes 


George B. Lockwood, 59, publisher 
of the Muncie (Ind.) Evening Press, 
died in Muncie, Feb. 12, after a brief 
illness of heart trouble. 

He served two years as secretary 
of the Republican National Commit- 
tee, and was one of the two 1928 pre- 
convention managers for Herbert 
Hoover. 


Appoint Baxter 


vV. W. Baxter has been appointed 
advertising and sales promotion 
manager of the Vulcanized Rubber 
Co., New York. He held the same 
title with the National Screw & Mfg. 
Co., Cleveland. 


NEW PAPER 


VoL. 1 


NO. t 


Buurrtt's Seeds Grow Gardeners and 
horticulturists everywhere know Burpee 
leadership in introducing distinct new 
varieties of flowers and vegetables. 


W. Atlee Burpee Co.'s Annual for 1932, 
going to 100,000 garden lovers, tells the 
story of the Burpee Show Gardens at Doyles- 
town, A mosaic constructed by Wood from 
many air views is serving Burpee planners 
in laying out the plots, paths and 
roads of the 1932 Burpee Show Gardens. 
If your problem is sales or if your problem 
is production aerial photography can 
help you. We'll be glad to suggest its 
applications and show samples 


Telephone, RIT. 8835 


Woob AERIAL SurRVEYS, INC. 
Otis Building Philadelphia 


This postal card house organ made its 

debut this week. Idea and copy by Jer- 

ome B. Gray & Co.; typography by Ad- 

vertising Composition Co., and logotype 

by Bolton Louden Studio, all of Phila- 
delphia. 


Squibb Devises 
Market Rating 
in Campaign 


New York, Feb. 18.—Ninety major 
markets form the basis for the 1932 
advertising campaign of E. R. Squibb 
& Sons, according to Theodore 
Weicker, executive vice-president. 
Each market is given a rating. 

The ninety, it was found, included 
less than one-third the total area 
of the United States but represented 
between 70 and 80 percent of the 
total market for quality merchandise. 

These territories have 90 principal 
cities and towns as their center; 
around them are grouped the coun- 
ties which are shown to represent a 
major market, selected because of 
proved responsiveness in the pur- 
chase of quality products. 

Other factors such as transporta- 
tion facilities, geographical acciderts 
or the proximity of other trading 
centers, influenced the grouping of 
these counties around the trading 
center. 

The final index rating of these 
ninety areas gives the New York 
marketing center first place with an 
index rating of 11.428. In the posi- 
tion of states, Illinois is given an 
index rating of 7.84 which means 
that a firm doing a national busi- 
ness is entitled to do at least 11.428 
percent of that business in the city 
of New York and 7.84 percent of its 
total business in Illinois. 

Magazines and newspapers will be 
used in the campaign, handled by 
N. W. Ayer & Son. 


Halt Distribution of 
Anti-Prohibition Sheet 


Distribution of Raymond Pitcairn’s 
anti-prohibition paper, “The Herald 
of Good Times,” dated Washington, 
D. C., Feb. 30, was halted in Phila- 
delphia, but not until thousands of 
copies had been handed out by girls 
in Colonial garb. 

A city ordinance prohibiting dis- 
tribution of “circulars” was invoked. 
Mr. Pitcairn, a Philadelphia archi- 
tect, is founder of the Pennsylvania 
Prohibition Reform Association. 


Buffalo Plans Annual 


Friendship Excursion 


The Greater Buffalo Advertising 
Club will start its eighth annual 
acquaintance and friendship. trip 
June 23, the destination being Mus- 
koka. Return is scheduled for 
June 27. 

The first trip was in June, 1925, 
Montreal being such a cordial host 
that the same city was selected in 
1926. 


“Journal” Dines Editors 


The Milwaukee Journal was host 
to 250 editors of Wisconsin weeklies 
Feb. 12, at a banquet and radio 
presentation over WTMJ. 


CENSUS BUREAU 
ISSUING FINAL 
STATE REPORTS 


Washington, D. C., Feb. 18.—Giv- 
ing far more information on many 
different subjects than did the pre- 
liminary reports, two of the final 
series of State reports on the 1930 
census of distribution have been is- 
sued by the Bureau of the Census. 

The reports cover “Retail Distri- 
bution in Connecticut” and Vermont. 
They give final figures on the num- 
ber of stores in each classification, 
with personnel, payroll, stocks and 
sales. 

Other features are figures on com- 
modity distribution; retail distribu- 
tion by counties and towns and 
kinds of business; retail sales by 
certain manufacturers included only 
in the census of manufactures; re- 
tail sales by wholesale establish- 
ments classified by kinds of busi- 
ness; retail distribution by types of 
operation; credit business; receipts 
other than from the sale of merchan- 
dise; forms of organization, includ- 
ing Negro proprietorship; seasonal 
variation in employment, etc. 

Even more significant are the fig- 
ures on commodity distribution. 
showing the number of different 
types of retailers handling any given 
product. While not all retailers 
were able to provide the detailed 
figures, enough are available to give 
advertisers a new picture of out- 
lets. 


Farmer Still 
Buying, But Is 
Harder to Sell 


Chicago, Feb. 18.—The small-town 
and rural market has been neglected 
by advertisers, S. R. McKelvie, pub- 
lisher of the Nebraska Farmer and 
former governor of Nebraska and 
member of the Federal Farm Board, 
told the Chicago Advertising Coun- 
cil today. 

“When we realize that 52 per cent 
of the population lives in towns of 
less than 10,000, and that 48 per cent 
of the retail stores are in communi- 
ties in that group,” he said, “it is 
evident that the market is too im- 
portant to be overlooked.” 

Gov. McKelvie added other figures 
regarding the small-town and rural 
field, stating that 32 per cent of the 
retail trade is in this section of the 
market. 

While the farmer has had his trou- 
bles, along with other members of 
the community, Gov. McKelvie said 
that there is still great buying 
power, although the farmer is not 
as easy to sell as he formerly was. 

“It is a mistake,” he explained, “to 
think that the farmer drives long 
distances to the county seat and 
other large centers when he expects 
te buy. He is neighborly, and likes 
to do business with his neighbors, 
which in this case means the small- 
town merchants.” 


Fairfax Woos Ether 


Beatrice Fairfax, writer on love 
problems, took the air Feb. 17 in a 
chain program placed by Erwin, 
Wasey & Co., New York, for Hinds’ 
Honey & Almond Cream, made by 
Lehn & Fink. 

Miss Fairfax offered a personal 
letter for an empty carton. 


Petropalm to Winthrop 


The Petropalm Corp., New York, 
has appointed Winthrop & Co., which 
will institute separate campaigns for 
Petropalm shampoo, Neosalv, Sana- 
salv, Eface Universal Cream and 
Sanahide animal wash. 


Resorts Pick David 


The Ten-Thousand Lakes-Greater 
Minnesota Association, St. Paul, has 
placed its 1932 advertising with 
David, Inc., St. Paul. Magazines and 
Middle Western newspapers will be 
used. . 


KOIL Promotes Two pointed local advertising manager. 
Willard K. Bailey, KOIL, Council |George Roesler has become national 
Bluffs and Omaha, has been ap-|advertising manager. 


THE 
American Boy 


ANNOUNCES 


Rate Reductions and Circulation 
Adjustment 


BEGINNING with the March, 1932, issue, the rates will be as 
follows: 
Black-and-white page reduced from $2000 to $1700. 
Four-color page reduced from $2800 to $2500. 
Two-color page reduced from $2300 to $2000. 
Back cover reduced from $3000 to $2700. 
Line rate reduced from $3.50 to $2.75. 


Together with the reduced rates a new net paid circulation 
guarantee of 300,000 will go into effect. This is in contrast to the 
former guarantee of 350,000. It is believed that, under present 
conditions, advertisers will welcome an actual reduction in money 
rates rather than increased circulation at former rates. 

The new rates are the lowest page-per-thousand rate and the 
lowest milline rate at which advertisers have ever been able to 
buy space in THE AMERICAN Boy. Reductions amount to from 
15 to 21 per cent. , 


Further, these rates will be guaranteed for twelve full months 
from the date of issuance of any new rate card. This will elimi- 
nate the necessity for rate holders and reservation orders—a 
costly practice working to every one’s disadvantage. 

Altogether, 700,000 boys read THE AMERICAN BOy—nearly 
80% of high-school age or over. Men in everything but years. 
Eager to hear your story and respond to it by pulling for your 
product in the family circle—where many a manufacturer right 
now would welcome influence! 
Meet these fellows in the one “Ame COMPANION Boy 
medium in which you can talk Y 
directly to them—man-to-boy. eficanl 0 
May forms close March 10th. Detroit Michigan 


(\ L ntroducing ~, 


Roger Smith Preferred Management \\ 


to 


NEW YORK’S ADVERTISING ZONE 


at the 
HOTEL WINTHROP, 47th St. & Lexington Avenue 


@ Ideal location in the center of 
the advertising world. 


e Transient and residential ac- 
commodations with large rooms 
and plenty of closets. 


e Two room furnished suites at 
prices that will amaze you. 
Serving pantry and Frigidaire. 


e@ Now under same management as 
Roger Smith Hotels, Stamford, 
Conn., and White Plains, N. Y. 


HOTEL WINTHROP 


In the center of the advertising zone 
NEW YORK 


— sicticeetmemmenssititiiiimn| -«smmmmmein "Laeger 
C ‘ 
—s— ee 4 
zm TAL! S880 SSS : 
EYE roy Ste mmm a A NE RL 
: © 
ne 
ME AXXO” 
| ‘ 
| a 
j es : 
' = 
| ee 
} a ee el 
| ae Agere 
} el te Mg Ni 
Biers oe 
; gee tks ie 
| ; See 
—— : : 
| ty 
PAA OAR RAR ARA yids eee s 
Se nee ae 
ee me 
Vaal re ahd 
| FD dete 
of gh eae See 
cars ie ie 
| | i fae aly 
— _— _ ee . ely a a ad 
| ——— tt aes 
oe 
¥- 
| ory 
see 
a | f 
: mo Big ee 
Patek ay 
ee y Seite eh 
SAP % 4 
ac 
ey 
ahi’. 
eagle 
5 a 
1 
"I 
| ee 
| aia reeeie 
ke 2 a 
Ber soem 
i i ene Stn 
Bers se 
ees ae 
ET ————________—_________ } aed oi ae 
Tn a» Boeke: = 
SY ged a8 
eae 
| .< y : 
| - aes 4 ~ 7 = 
pe 
| : 
a : 
% 
ve 
| | on Re ae | ee aA 
| ns 
pe - 
“i 
a 
W ° 2 z a ae 
Sainte ihe, eae) en) a ae oo A a Tae I PS ee ane Is Aa A, 
rh ag ace eee <5 EGER (2) Suk 4 SO Se Me ee eas ere pe Eee oy ee he ee Rage ot ete samba ait co. Main eae ammaan GS Mula aS RL 07 Pac aes aie eg re Gr ae a 
Be te tir eS Te ee eee kee a Se Os ee See ce ne Be ied i 3 OM Mire ee Ah ii elim eae 
SE Bee eg Oe a PUR rag ee 9, RR yee oro eG hr eR 6 aR ae ines eR a Dg ak a ea Ree) en eC MR ee Tt ot mM Me engin oe oh, Oe Senge Sy nC gm 
ey te ch Saag ee: eer eenee Ber Ns ae PO ects. TI ee eater ea OCU ea Sain io) age ai < Soars aie Senin oh Cas akaneae ae ee Oe pope eet ee peer eeisy Se ceeny 
oto eee rand A eee aN ea ee ae oe atc ae age eet, baladcy oie. oe ii, ee pO Rae Wage Sues Bret Aenea as eo wea ea oe ok a iguiieee aes paaess 23 i hg , eee ee p MBRRAS S 
SERGE eer Oe NE ol EE Nee ae ee sk On TES dist a a BIRR ame Nestea aro Na tay Sas ge gears eT la mE eae aye RnR Re CR Aes ee 5 st CR ee eM bg tute DTT Es | 2 aac harass SE an Ceo a gE Dy 7 OT pe res Se SMR ea) BOG 
Por ps bia ae Foe nl, eee olla oie Se ie tg i) Mate, oe ie EP eS i Rg eae ee ee al ie ens henge ee Medes aS peck taer <7 ek ec ate 3) eee ae Peep A SE! bes a> 25 Pe a etna Mae eee Lo Oi ELS a eee mea on aoe er 
Ge SO era gk eae aa: © 4460 Be Ne a ea) PR Stee i eR ae ESM RTS aa cae ape ie ree cueie kor te a ene « Wels Gane or ae hh ae Be) 
ATEN GP Sd tae es 1m Sai pe uaa Bight a Ce Me Net ee a ee he © rae. ae * * eee = ys Lee's - bd if ee nay ST paeiee = Smee Se ¥ ae z rs TMi kt r Tr ee awry ser. 3 \: Qo ae Se a 


14 


ADVERTISING AGE 


February 20, 1932 


Tribune Offers 
Bonus in Form 


Of Third Color 


Chicago, Feb. 19.—The first three- 
color run-of-paper newspaper adver- 
tisement ever published in Chicago 
appeared today in the Chicago Trib- 
une. It was a full-page advertise- 
ment of the Kelvinator Corporation, 
Detroit, printed in black, red and 
green. By means of Ben Day treat- 
ments several other color effects were 
obtained. 


The Tribune has been experiment- 
ing with the three-color runs, and an 
advertisement of the newspaper itself 
appeared yesterday. A considerable 
volume of color business has already 
been booked, it was reported. 


The third color, it was learned, is 
being offered as a bonus to color ad- 
vertisers. That is, the extra charge 
for the second color in the Chicago 
Daily Tribune is $720 and in the 
Chicago Sunday Tribune $800, and 
the third color is now being provided 
without additional charge. 


Sets Dividend Record 


Based on stock outstanding, the 
regular quarterly dividend just de- 
clared by the American Telephone 
and Telegraph Co. is the biggest dis- 
bursement of earnings in the com- 
pany’s history. At $2.25 a share, the 
total is $41,981,312. 


Sell Iowa with 


color 


in the 
DES MOINES 
REGISTER AND TRIBUNE 


Color like ft . . . ome color 
co « four enters in Dunday Comie 
and Feature Sections 


Circulation exceeds 245,000 


CO-OPERATE IN 
CAMPAIGN FOR 
“BABY BONDS" 


(Continued from Page 1) 


billion dollars to the country’s pur- 
chasing power. 

“This would mean much toward 
bringing the depression to a quick 
end. The Government accordingly 
has decided to throw its full strength 
behind an organized country - wide 
effort to lure this vast sum out of 
hiding. 

“People are within their rights in 
seeking safety for their funds. 
There’s no use arguing with them. 
The job obviously is to find an even 
safer place to put their money, 
where they will not only have abso- 
lute security but where they can get 
interest on it as well. 


The New Answer 


“The answer is short-term, inter- 
est - bearing, quickly - convertible 
United States Government baby 
bonds. 

“The country is already well or- 
ganized by states, counties and towns 
to make the drive quick and effec- 
tive on the basis that was successful 
during the war. 


“The entire advertising facilities 
of the country are at our disposal— 
newspapers, radio, outdoor and any 
magazines we can make in the brief 
time allotted by the President.” 


Agencies represented at the meet- 
ing included N. W. Ayer & Son, 
Batten, Barton, Durstine & Osborn, 
Blackett - Sample - Hummert, Inc., 
Campbell-Ewald Company, Erwin, 
Wasey & Co., Charles Daniel Frey, 
Henri, Hurst & McDonald, Lord & 
Thomas and Logan, and J. Walter 
Thompson Company. 

Other organizations represented 
were Grauman-Jennings Studios, J. 
M. Bundscho, Inc., General Outdoor 


Daily and 210,000 Sunday 


Advertising Co., National Broadcast- 


| 


what’s what and why. 


| $laYear. 


USE THE COUPON 


ADVERTISING AGE, 
537 S. Dearborn St., 
Chicago. 


| We'll take your word for it, 
IMr. Henriquez 


“Advertising Age is made to order for 
busy advertising men,” said P. L. Hen- 
riquez, Chicago manager for the St. Louis 
} Post-Dispatch, the other day. 


Advertising Age has great respect for the 
Henriquez judgment. 
i vertising a long while, and definitely knows 


We wouldn’t believe everybody, but if 
Mr. Henriquez said it, it must be true. 


You may enter my subscription for one year. I enclose 
$1 (check, currency, or money order). 


He has been in ad- 


. 52 Issues 


OPENING GUN IN CAMPAIGN FOR BONDS 
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things rolling 


CUTIZENS RECONSTRUCTION OREANIZATION, 


400 WEST MADISON STREET, CHICAGO, 


HLLINOts 


One of series prepared by Stirling Getchell 


ing Company and Columbia Broad- 
casting System. 

The outdoor campaign will be di- 
rected by Henry T. Ewald, president 
of the Campbell-Ewald Company, De- 
troit. 


NEWSPAPERS’ 
LINEAGE. OFF 


New York, Feb. 18.—Little change 
in national advertising in newspapers 
in January is shown by the figures 
of the New York Evening Post. Na- 
tional lineage in 117 papers in 30 
cities amounted to 16,568,118 lines in 
January, 1932, a loss of 1,298,991 lines 
from January, 1931. 

Local advertising in January, 1932, 
was 45,540,353, a decline of 7,730,573 
lines, and classified dropped from 15,- 
679,607 in January, 1931, to 14,293,- 
275 this year. 

The figures reveal some cities mak- 
ing advances in national advertis- 
ing, however. Among these were 
Boston, San Francisco, Washington, 
New Orleans, Minneapolis, Seattle, 
Providence, Columbus, Louisville, 
Oakland and Dayton. 

Buffalo was the only city report- 
ing a gain in local lineage. 


“Mobile Register” 
Has New Ownership 


Mobile Daily Newspapers, Inc., 
publisher of the Mobile (Ala.) Press, 
has bought the Mobile Register and 
News-Item from Frederick I. Thomp- 
son. The latter paper will be merged 
with the Press. 

Press executives who will take 
charge of the new properties include: 
R. B. Chandler, publisher; Col. 
Henry P. Ewald, executive editor; 
Jas. H. Taylor, managing editor, and 
Maurice Lackey, business manager. 


Sweeney Leaves Store 


Randall L. Sweeney has resigned 
as sales promotion manager of Field 
Schlick, Inc., St. Paul department 
store, effective March 1. R. M. 
Schlick, vice-president, will assume 
his duties. 


Get Industrial Account 


Continental Supply Co., St. Louis, 
refining equipment, has placed its ac- 
count with the Powers-House Co., 
Cleveland. Oil papers will be used. 


Joins “Baby Chick” 

H. B. Knox, Jr., has been appointed 
Eastern advertising representative in 
New York of The Baby Chick, Chi- 
cago. 


“Indianapolis News” 


Issues Route-Lists 


The Indianapolis News has issued 
a new booklet containing revised 
route-lists of retail and wholesale 
grocery and drug stores, department 
and chain stores. 

Copies of the booklet are available 
without charge to national advertis- 
ers and advertising agents on appli- 
cation to S. G. Howard, national ad- 
vertising manager. 


Drug Group to Meet 


The annual meeting of the Amer- 
ican Drug Manufacturers’ Associa- 
tion will be held at White Sulphur 
Springs, W. Va., April 18-21. Recom- 
mendations for changes in U. S. P. 
standards will be considered. 


Dunlap Honored 


Walter F. Dunlap, of Klau-Van 
Pietersom-Dunlap Associates, Mil- 
waukee agency, has been elected a 
director of the Milwaukee Associa- 
tion of Commerce. 


Agency for Quinn 
Larry Quinn & Co., Milwaukee, 
fishing specialties, have appointed 
Klau- Van Pietersom-Dunlap Asso- 
ciates, Milwaukee. Trade papers and 

sports magazines will be used. 


MANY OBSERVE 
BICENTENNIAL 


(Continued from Page 1) 


tree on the courthouse lawn at Jack- 
son. E. H. Condon, club member, 
donated the tree, and President 
Charles H. Allen presided, while 
Mayor Scott delivered an address. 

The Jackson club pointed out that 
Washington’s love of the truth en- 
dears him particularly to the pro- 
fession dedicated to “truth in adver- 
tising.” 

Warner Bros. Pictures are exploit- 
ing a special bicentennial talking 
picture, “Washington—the Man and 
the Capital.” 

Slabs of wood from the second 
floor of Independence Hall, Phila- 
delphia, will be used by exhibitors 
for prizes in contests. A limited 
number also is being distributed to 
advertisers. Still others have been 
sent to President Hoover, Governor 
Roosevelt and the redoubtable Sol 
Bloom. 


Classified 
Advertising 


The rate for this department is 
40 cents a line; minimum, $2. 


POSITION WANTED 


MR. PUBLISHER—Want persistent, 
constructive advertising and _ edi- 
torial representation in Chicago? 
Twelve years’ experience selling 
newspapers and trade papers. Uni- 
versity education, established office. 
Can keep good will and sell volume. 
Commission basis. Box 125, Adver- 
tising Age, Chicago. 


Lunnis Heads Craftsmen 


Walter E. Lunnis, advertising 
manager of Brandtjen & Kluge, Inc., 
has been elected president of the St. 
Paul Club of Printing House Crafts- 
men. 


Take Hart’s Elixer 


Saussy and Sewell, New Orleans, 
have been appointed by the E. J. 
Hart Co., Hart’s Elixer. 


—PUBLISHERS 


Business Paper—House Magazine 
Editorial—Publishing Problems 
thoroughly discussed every month 
1, Tie Business Journalist, 190 
~Adams-Franklin Bldg, Chicaxo. 
Three months on trial 81. ple 


copy 50c. 


Owned by 


FA MOUS 


FOR 


GERMAN 
COOKING 


Send for Copy of 
Chef's Recipes 


and Descriptive 
Folder 


MOST CENTRALLY LOCATED 
ON CLARK STREET ~-NEAR 
JACKSON BOULEVARD 


ONE BLOCK FROM THE 
LA SALLE ST. STATION, 
POST OFFICE AND 
BOARD OF TRADE 


ATKINSON SERVICE 
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February 20, 1932 


ADVERTISING AGE 


Chicago 


POWER / QUICK 


537 S. Dearborn St. 


Hye you a story for national advertisers so important that it deserves pow- 
erful display and quick attention? 


ADVERTISING AGE is ideally set up to deliver that kind of service. It's built 
for quick and easy reading, with its exclusive news service and its big five- 
column page. There has never been so much spontaneous reader interest in 
an advertising publication. 


Because its content is all news ADVERTISING AGE is read immediately on 
receipt. No advertisement is overlooked. Your story gets across as part of 
the news, and with the punch and power inherent in its size and arrangement. 


That's why we say—Use ADVERTISING AGE if you want action. We are pro- 
ducing remarkable results for others and the chances are that we can do equally 
well for you. 


The National Newspaper of Advertising 


ACTION / 


Advertising Age 


Graybar Building 
New York 
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PHOTOGRAPHIC REVIEW OF THE WEEK 


"THRILL" GARMENT GIRL STIRS WOMEN ADVERTISING MEN URGE NATION TO GIVE JOBS TO UNEMPLOYED 


Honor guests at luncheon of Advertising Club of New York Wednesday. (Story on Page 7). 


(Story on Page 13) 


WINS DISPLAY AT LEIPZIG FAIR 


Bauer & Black won a place in the special packaging display to be 

held at the Leipzig | poner Fair March 6-12 with their Cotton 

Picker and Blue Jay lines. The accounts are handled by Erwin, 
Wasey & Co. 


LF 


Pragte® 


THE LATEST IN TESTIMONIALS 


(ass 


\) le "SENSE AND SENTIMENT" MAKE WINNING WINDOW 


j /magine our. consternation! Mr Joseph T. 
. Doakes walking delegate from the," Beau 

Brummells of the Bowery" pays @ visit to 

a our, Men's Shop to congratulate us, | , 
’ T ates ole tor da Ws Creer label, 4 
SU S tp, Si 

antl wearing guaites ce Mr Leake 

pwewy A no remuneration was pard to Mr 
Qoakes for this most tHattering testimana/. 
THE MEN'S SHOP ~ JAMES MSCREERY € CO. 
Fitth avenue & thirty fourth st: 


@ 


WwW 


James McCreery & Co., New York have started a new type of copy, 
to run twice weekly for a year. Herbert S. Waters, advertising direc- 


ic — ee i a aD 
tor, said the effort is to avoid the fatal rubber stamp" effect with Public Service Electric & Gas Co., Newark, N. J., won first prize of $100 in its group in the annual 
humorous, personal, friendly copy. contest staged by the Hoover Company, Chicago. G. W. Browne was the author of this display. 
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